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New Mighty Mite Is a big 


The Bell Telephone Laboratories 
newest Transistor opens the way 
to great progress in telephone 
service, radio and television and 


in military equipment. 


Lin exciting possibilities of the 
Transistor have becn brought closer 
to realization by an important 


dleve loprn nt at Bell Laboratories 


Lhe big news is a new Transistor 


that has the advantages of previou 





THE NEW TRANSISTOR 


t pe 


types—plus its ability to operate at 
unusually high frequencies 

Bell scientists, who imvented the 
original Transistor more than five 
vears ago, foresee an ever-widening 


field for thi 


Transistor family 


newest member of the 


In addition to many other uses in 
the telephone busing the new 


Transistor \s expected to be used a 


an amplifier in Long Distance tele 


Step forward 


In military equipment, it can be of 
tremendous importance to national 
defense 

It brings nearer the day when tel 
vision sets will use tiny Transistors 


about the size of a pea instead of a 


large array of vacuum tubc 

here's alway omething new 
coming along in the telephone busi 
ness It's by 
things better that thr 


better for mor mad mor 


fin ng ways to do 
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HOW THRIFTY 


CAN AUTOMATIC ACCOUNTING BE? 


' 


New BURROUGHS 


SIMATIO'0 








Here at last is a full-size completely automatic 
Burroughs Sensimatic accounting machine that is 
within the price reach of any business. 


With low original cost, the new Burroughs Sensi- 
matic ‘‘50”’ saves you money from the start. It 
goes right on saving, too, through lower forms 
costs, higher productive output, speedier opera- 
tion and fast operator training. 


Slip a form into its front-feed carriage and watch 
the Sensimatic ‘‘50”’ go to work. Talk about auto- 
matic! It totals automatically, its carriage moves, 
opens and closes automatically, it posts dates 
automatically .. . even switches automatically to 
red printing for credit postings. 


See how your business can speed accounting opera- 
tions and improve efficiency with the amazing 
new Burroughs Sensimatic ‘‘50.’’ Call your near- 
est Burroughs branch office for a demonstration, 


or write Burroughs Corporation, Detroit 32, Mich. 


WHEREVER THERE'S BUSINESS THERE'S Burroughs 
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new... OZALITH 


paper offset plates— 


The first sensitized 
positive paper plate... 
from original to running press 


in less than 90 seconds... 


Ozalith...the new quick way to make offset plates 
will save you time and money over conventional 
photographic methods. Think of it—no camera-work, 
no negatives! You go directly from translucent 
original to running press—in less than 90 seconds! 


Just place the original on the Ozalith plate, and 
expose in an Ozalid machine—Bambino to Printmaster 
—or any similar light medium. 
Swab the exposed plate with developing fluid and 
‘ fixer, place on the press cylinder—and it’s ready to run. 
e Ozalith saves the cost of film and photography, 


Lay translucent copy over Ozalith, and expose in any 
eliminates the need for darkroom and messy 


Ozalid machine or similar light medium 
developing ...and Ozalith paper plates are so 
inexpensive that they needn’t be filed. You can 
make extra plates when needed, quickly and 
inexpensively, from your original. 

For longer runs, and absolute dimensional stability, 
Ozalith plates are also available on aluminum. 


For a demonstration of Ozalith plates in your own 
office, call the nearest Ozalid distributor (see phone 
book). Or write for information to 404 Ozaway, 
Johnson City, New York. 


OZALID—A division of General Aniline & Film 
Corporation... From Research to Reality. 
In Canada, Hughes Owens Company, Ltd., Montreal. 


OZALITH 
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2—Swab exposed plate with developing fluid and fixer, 


place on press cylinder—and you're ready to run 
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December 19-54 ‘hristmas in the city is the 


scene on the cover this month, 


MANAGEMENT POLICIES — pa nage eae a of 
What Presidents Think About \ —— eceaenaieaD 


Handling Men in Meetings 
How Firm Grooms Men for Responsibilities Brigg Wert Wonth 


COST AND PROFIT CONTROL Making managers out of spe 
cialists 1s a job iat most com 


Punched Tapes Help Control Quality Dwight Baird panies must tackle. An article 


Accounting Business on Wheels mer Henry in January will tell what some 
ol \merica’s bigger corpora 


OFFICE ADMINISTRATION AND METHODS tions are doing about the prob 
Electronic Brain Keeps Tab on Stores Dened rust a. Botello Se ; me 
Work Simplification for Mail Orders nal Faulkner Carrier, and Bridgeport ‘Brass 


New Systems and Equipment to name a few. Many ideas put 
into practice by these firms are 


GUIDE TO BETTER OFFICES Kenneth H. Ripne 2 adaptable to smaller businesses 
Office in the City Skyscraper y 
Leasing Space in the Office Building Better dictating techniques is 
ice in the Rural Communi 4 the subject of an article sched 
Off the Rural C ty 
The Home Office Building 2 — = = = by Ray 
Office Planning Standards 2 oe ais tas aie © oa 
Steps in the Planning of New Layout 2 tem for using a dictating ma 
: : chine. In addition to explaining 
Design of Interiors + ‘ : 
— ‘ . . his ow tec > J Jose 8 
Conditioning the Office Work Space ‘Ales asic Semae aa as Beige arm 
Working Drawings and Specifications used by other businessmen 
Contracting and Supervision such as employing a recording 
Costs device in meetings to take down 
. ; : just that part of the discussion 
Office Furniture - Metal and Wood which needs recording 
Tools of the Office Planner : 


Summary 
Also scheduled for January 


EMPLOYEE AND LABOR RELATIONS is an article on @ new account 


i ; ; ing system at General Petro 
Human Relations in Business leum, another in Harry Wylie’s 


DEPARTMENTS series on realizing savings in the 
Offices in the News 4 New Books of articles Eugene Whitmore is 
Business Tips S2 Business on the March doing 


office, and another in a series 
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BUSINESS FORMS 


HAVE Secrgla? 


if you WANT CONFIDENTIAL informa- 
tion omitted from certain pages of your 
business forms, use the modern, effi- 
cient, foolproof method: 


Tiare 


CARBON 
PAPER 


By a special American Lithofold 
process desensitized areas (‘Secret 
Spots’’) effectively prevent entries 
from carrying through, regardless 
of pressure. Many advantages over 
block-outs, cut-outs, carbon spots 
and other previous methods! 

@ Provides positive, accurate deletion of 
desired information 

@ Applied anywhere on the carbon paper 
—in spots of any number, size and 
shape 

@ Can be varied for each part of the 
form 

@ Does not deface or soil the form 

@ Leaves open areas available for 
printed instructions, advertising, 
records, etc. 


Available on: 


LITHOSTRIP marginally punched, 
continuously interleaved forms 


LITHOSET one-time carbon sets 


{ WRITE TODAY for full details and 
FREE SAMPLE SET 


American _ 
sh Atoldd orporalion, 


500 BITTNER ST ST. LOUIS 15, MO 


Lazy Susan conference table is a feature of new offices of The Lionel Cor- 


poration. Models of products are easily moved from one executive to another 


Offices. IN THE NEWS 


Timesaving Devices, as well as 
labor-saving units, are much in 
evidence in the new offices of The 
Lionel Corporation. The round con- 
ference table, with its Lazy Susan 
arrangement, saves much reaching 
and stretching by executives. Toy 
models can be spun around the 
table in a fraction of a second, and 
yet there is plenty of working room 
for each executive. There is a drop- 
leaf desk in the president’s offices, 
and some of the desks in other 
offices could almost be mistaken for 
small conference tables because of 
their size. Intercom and other con- 
trols are built into desks, as well 
as light switches. Television and 
small liquor bars are also featured 
in some offices. 


Automation in Library is now 
found in Chicago. Four photo- 
graphic units are used in the Chi- 
cago Public Library for checking 
out books. The book borrower's 
card and two cards from the book 
are inserted into a machine at the 
same time. Details are recorded on 
a film strip. The machines will save 
an estimated $18,000 a year. 


Air-Conditioning Program has 
been completed at Johns-Manville 
Corporation in New York City at 
a cost of $1 million. Twelve floors 


were involved, comprising more 
than 110,000 feet of office space. 
During the program, the normal 
business activity of 800 office em- 
ployees continued. It was neces- 
sary to completely replace an anti- 
quated and ineffective central duct 
system with a modern, year-round 
combination cooling and heating 
system. The air-conditioning pro- 
gram took 50 weeks to complete. 
The work started with a vacant 
floor, and employees were trans- 
ferred to this completed floor as 
work was ready to begin on the 
floor they were leaving. Personnel 
moves were made during the week- 
end so that normal activity would 
not be interrupted. 


Fast Sales Reports are turned out 
every month by Bausch & Lomb 
Optical Company in its offices at 
Rochester, N. Y. The schedule is 
set up so that complete analyses 
are ready as soon as possible after 
the end of each month. High-speed 
tabulating equipment runs off the 
six-part Moore Speediflo forms in 
record time, and then the reports 
are decollated and detached by ma- 
chine. With the streamlined system 
of printing sales reports, it is now 
possible to spot changes, shifts, ir- 
regularities, or other matters, soon 
enough to take necessary action. 
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New Home Office is to go up 
for Procter & Gamble Company in 
downtown Cincinnati. There are 
plans for a rooftop landing area 
for helicopters, a snow-melting sys- 
tem under the sidewalk, and re- 
versible windows that can be easily 
cleaned from the inside. Provisions 
have also been made for installing 
electronic business machines. The 
new home offices will be 11 stories 
high. Occupancy is scheduled for 
late 1956. 


Pneumatic Tubes in a “do-it-your- 
self” kit are now available to com- 
panies that want to buy a tube sys- 
tem at cost. Lamson Corporation 
is offering the kit, which connects 
points up to 130 feet apart. Com- 
plete instructions are given for lay- 
ing out the equipment. Messages 
go through the tubes at the rate of 
200 feet a second. With such a sys- 
tem, paperwork can be speeded up 
in offices, hospitals, warehouses, 
plants, and other buildings. 


Retirement Policy has been put 
into effect at United Services Au- 
tomobile Association, which makes 
it possible for employees to be “re- 
hired” after they have retired. The 
Association’s normal retirement 
age is 60 years for women and 
65 for men, and all employees 
reaching those ages must retire, 
provided they have completed 10 
years in the company’s pension 
plan. These employees can be re- 
hired, however, but they must pass 
a physical examination and agree 
to undergo annual medical exami- 
nations; and there must be a job 
vacancy. Salaries will depend on 
the job, rehired employees will not 
be used in any operational super- 
visory capacity, and the Associa- 
tion reserves the right to discon- 
tinue the employment of any re- 
hired individual at any time. This 
rehirement policy will not permit 
any women employees to work 
after 65, nor men employees after 
reaching 70. 


Punched-Card Plant has been 
opened at Greencastle, Ind., by In- 
ternational Business Machines Cor- 
poration. It is the midwestern 
source of all electric accounting ma- 
chine cards used by governments, 
businesses, and institutions for 
miles around. Cards are designed 
and printed at this new plant, and 
the current production rate is 30 
million cards a day. Production 
capacity is rated at 80 million cards 
a day. 
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Gmproved. Selling Efficiiney 


...Yours with HIETNN 


price service 


NO MORE 
SALESMEN'S , 
TRIP-UPS 


Loose-Leaf 
Binders 


Representatives 
in Principal 
Cities 


& 


9 
hed 


¢ 
” 


CAUSED BY 


Hein Loose-Leaf Binders help 
prevent wrong answers, cut down waste 
motion in selling. All information your 
salesmen or customers need stays up 
to date and in effective sequence. Your 
salesmen make more calls and close 
more orders per 100 calls. Your selling 
expense drops — an important advan- 
tage when you consider survey results: 
Average cost of one industrial soles call; 


1942 1953 
$9.02 $17.24 


(Printers’ Ink (Established by Sales 
Executives’ Club of 
New York) 


report, 


Feb. 20, 1953) 


OBSCreETrtE 


cAsALOS S 


Besides cutting costs per sales call, 
Heinn Loose-Leaf Binders help you 
reduce sales correspondence, eliminate 
much printing waste, and make a better 
impression on customers. Many Heinn 
customers, remembering their own ex 
perience, would urge you to get the 
whole vital story. 


WHERE'S THAT 
#!/27?!@ sneer? 


/ 


as aN 


He'd find facts in ap Gy _ 
= | 


three seconds with 
Heinn indexing 


PROBABLE 


Please give us facts about geuantity 
binders and indexes for 


SERVICE, 


ADORESS 


city STATE 


ORIGINATORS OF THE 


Leaders in 1896.. 


INSTRUCTION, 
PROCEDURE MANUALS 


C) SALES MANUALS 


[ | PRICE BOOKS 
|__| PARTS BOOKS 


TITLE | | caratoos 
[] MERCHANDIS 

rinm | } ING KITS 

PROPOSAL 
SHEETS 


PROBABLE 
QUANTITY 
SAMPLE 
CASES 


if ] SALESMEN'S 
CASES 


ENTATIONS 


ACETATE 
ENVELOPES 


[ ] EASEL PRES 


[ SPECIAL SELL 
J ING TOOLS 


| Have your representative call, 


LOOSE-LEAF SYSTEM OF CATALOGING 
. and Still Leaders 
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Lottou. 


Work-Simp Chart 


To the 
The 


Editor: 


October Issue of AMERICAN 


BUSINESS (Work Simplification to 
Save $7,500,000 Each Year) contains 
4n illustration of a work Simplifica- 
tion chart Where can these charts 
be Purchased? w F. Coonry. asst 
treasure) The Nupie; Co Meriden 


Conn 


Mr Cooney : This work Simplifica- 
tion chart was made up by Westing- 
house for its Own use, J Suggest you 
ask them for a form Which you can 
duplicate - Mr. Marshal] Fy ans, West- 


inghouse Electric Corp., 401 Liberty 
Ave., Pittsburgh. Pa 
Logabax 
To the Editor: 
It will be appreciated jf you will 


tell me where I can obtain complete 
technica] information on the Logabax 
accounting machine illustrated on 
Page 48 of the October issue of AMEr- 
ICAN BUSINEss 

Do you know anything about this 
machine and how it can be applied to 
the operations of an electric utility 
With less than 10,000 accounts? Ags 
you can appreciate, smal] concerns 
like ours Will soon come face to face 
With the Problem of operating more 
efficiently than the large Public utilj- 
ties if we are to survive. 

The Problem igs made more diffi- 
Cult because our operations Will not 
justify tabulating or electronic equip- 
ment, and the fact that jit IS most 
difficult to obtain the best help be- 
Cause We are located in 4 rural area 





FROM READERS 


Within commuting distance or At 


lanta. J. F LEIFTON Jaspe) 


Mr LEIFTON: Unfortunately we do 


not have any details that were not 
£lven in the item about Logabax. No 
doubt the manufacturer can supply 


you with these details. The complete 
address js: Etienne A. Pons, Directeyy 
General, Log Abax., Ancien Eleve de 
L'Ecole Polytechnique Paris, France 


Work Simplification 


To the Editor: 


We have found you: articles on 
work simplification of particular in- 
terest. Although our business is not 
a large one, the cost of Paperwork js 
extremely important to us, since we 
are engaged in real estate. mortgage 
loan, insurance, and financing busi- 
ness, located IN 5 offices and em- 
Ploying some 130 People 

In Particular, ] noted your 
Ment that the very Impressive say- 
ings achieved by Westinghouse were 
accomplished Without 4any gimmicks 
or trick ideas. We Would be very 
much interested in receiving any ad- 
ditional information that you might 
have available concerning work sim- 
Plification as applied to the banking 
or insurance business. 

We would like to obtain some sam- 
Ples of the Westinghouse Corporation 
form called, “Procedure Analysis 
Work Sheet.” We Would also like to 
know Whether or not Westinghouse 
Will permit reproduction of this form 
GORDON JOHNSEN, controller, Sher. 
wood € Roberts, Inc., Walla Walla, 
Wash. 


Me. JOHNSEN : We 


State- 


have no Specific 


AMERICAN BUSINEss 





information at the moment concern- 
ing work simplification in the bank- 
ing or insurance business. We have 
sent out several thousand question- 
naires, however, and we expect to 
hear about some interesting systems 
as a result of this survey. 

We plan to run the results in 
AMERICAN BUSINESS, along with spe- 
cific articles on some of the better 
systems. 

Several companies might be able to 
give you some helpful information. 
One company is the Chicago Title & 
Trust at 111 W. Washington St., Chi- 
cago. The Prudential Insurance Co 
seems to have a good program in its 
home offices at Newark, N. J. Also, 
you might try City National Bank 
& Trust Co., Post Office Box 236, Kan- 
sas City 41, Mo. 

As for the Westinghouse work 
sheet, I am sure Marshall Evans will 
permit you to reproduce this form 


Pennyless Bookkeeping 
To the Editor: 

We are very much interested in 
your article on pennyless bookkeep- 
ing in your November issue, and 
would appreciate the names and cor- 
porate affiliations of people to whom 
we can write for more information 
on the use of pennyless bookkeeping. 

We are interested in installing a 
similar system in our own organiza- 
tion.—J. E. Grirrin, treasurer, Citi- 
zens Utilities Co., Greenwich, Conn. 

Mr. GrirFIN: The man who would 
be in the best position to give you 
actual facts on such a system is 
W. H. Collins of the Dravo Corpora- 
tion, Neville Island, Pittsburgh 25, 
Pennsylvania. 


To the Editor: 


Your November article on “Penny- 
less Bookkeeping” inspires the fol- 
lowing comments: 

“Pennyless” Accounting 
“Four-Bit” Accounting. 

It is my opinion that there is more 
magic in 50-cent accounting than 
there is in the elimination of pennies. 
First, the human operator cf most 
business machines requires as much 
time to look at the pennies and make 
the mental decision to raise or lower 
a dollar as he would to depress the 
keys. 

Second, the recording of 50 cents, 
which is the mathematical average 
of random pennies, can be made auto- 
matic in adding machines of the full 
keyboard variety by locking the 5 in 
the 10-penny column. On tabulating 
machines, you can just forget about 
the pennies and program the machine 
to add 50 cents for each card. 

Third, there is the opportunity to 
“bias” the 50-cent adder. For ex- 
ample, it may be more practical to 
use 60 cents in a business where list 
prices end in 95 cents and discounts 
average 40 per cent.—A. V. SIMPSON, 
General Electric Co., Schenectady, 
New York. 


Versus 
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Get brighter, cleaner copies with 
Hammermill Duplicating Papers 


for mimeographing 


and spirit duplicating 


Need 25 copies? Or 5000? Want the prestige of 
a paper bearing the Hammermill watermark? 
Or is low cost vital? Whatever the job, what- 
ever your equipment, there’s a Hammermill 
duplicating paper to meet your requirements. 
Let this chart be your guide to faster produc- 
tion of cleaner, brighter copies. 





USE THIS HAMMERMILL 
DUPLICATING PAPER 


WHEN YOU NEED 


Printed headings 

make any repro- 

duction job more 

effective. Ask 

your printer to 

show you how —~ 
reports, price lists, sales letters, 
charts, bulletins, all become 
mose arresting, and easier to 
prepare, with a well-designed, 
printed masthead. 











WITH THESE IMPORTANT 
ADVANTAGES 


MMERM),, 


wh 


HAMMERMILL PAPER COMPANY, ERIE, Pe. 


Duplicating 
Papers 





These Executives Took Part in Survey 


Everette B. Harris, president 
Chicago Mercantile Exchange 


John G. Cherry, president 
Cherry-Burrell Corp 


George Herrmann, president 


George Herrmann & Co 


What Presidents Think About 


In a recent survey of almost 400 company presidents, their 
worries and doubts and frustrations were brought to light 


RESIDENTS worry that they 

do not have enough time to 
spend with their families. They 
worry about company growth, 
sales volume, expense control. They 
are constantly plagued by the frus- 
trating feeling that they have more 
work to do on any given day than 
they can satisfactorily accomplish. 

These top executives wish they 
could find better ways of reducing 
their personal worries and anxi- 
eties, and they would like to learn 
how to conduct interviews more 
skillfully. 

These facts are only a few from 
a survey made recently by the 
Harris-Spencer Company, market 
research division of Science Re- 
search Associates, Chicago. This 
survey included 393 members of the 
Young Presidents Organization, a 
group limited to men who became 
presidents of their companies be- 
fore they reached 39 years of age. 
Lyle Spencer, president of Science 
Research, is a member of the group. 

The more than 600 members of 
YPO head companies that grossed 


8 


By Wells Norris 


about $4.3 billion in 1953 and 
employ about 260,000 people. 

Most of the young presidents, the 
survey showed, believe that exces- 
sive work!ng hours are more likely 
than not to be the mark of a poor 
executive. Yet, the typical YPOer 
spends more than 50 hours a week 
at his desk. One out of every three 
actually puts in 58 hours a week or 
more. 

The survey showed that 19 out of 
20 young presidents are married. 
The typical YPO family has three 
children, and one member out of 
five has four or more children. 

When thinking about ways to 
improve themselves, young presi- 
dents think in terms of interview- 
ing, public speaking, planning 
work, conference leading, writing, 
memory skills, reading, and pro- 
ducing better ideas. About 60 per 
cent of the members said that they 
would like to have help and train- 
ing in conducting. interviews more 
skillfully. This interest is under- 
standable when the fact is brought 
out that over 80 per cent of their 


office time is spent talking to peo- 
ple, not including telephone calls o1 
dictation time. 

The bulk of these talks involve 
production and _ sales, although 
other subjects such as community 
and public relations, finance, and 
personnel are topics of discussion. 

Although interviewing was a 
field where young presidents felt 
need for improvement, _ public 
speaking was even more popular. 
About 66 per cent of the group 
wanted more training here, and 
planning work, memory skills, and 
conference leading were other fields 
that ranked just under public 
speaking. 

When it comes to thinking about 
the business outlook, young presi- 
dents are not very optimistic. Only 
7 per cent of the group feels that 
general business conditions in 1954 
will end better than in 1953. Only 
18 per cent think conditions will 
have improved in their own indus- 


. “trfes. Although most presidents do 


not expect the profit-and-loss ledger 
to look better, about 60 per cent of 
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393 Presidents Can Not Be Wrong 


‘ 


George E. Victor, president 
Victor Manufacturing & Gasket Co 


them think their businesses will 
end the year with sales and earn- 
ings greater than in 1953. 

With the squeeze on profits, these 
youthful top executives are think- 
ing in terms of controlling costs. 
About a third of the membership 
says that expense control is the 
dominant problem. Sales are prom- 
inent in their thinking, too, and 
most of the young presidents are 
expected to remember 1954 as the 
“Year of the hard sell.” 

Some typical statements, as far 
as controlling expenses is con- 
cerned, are: 

“How can I cut operating ex- 
penses enough to maintain current 
earnings?” 

“Where can the excess fat on 
nonessential operating expenses be 
sliced away without cutting into 
company muscle?” 

“How can I keep my company 
growing as fast as it should, get 
the additional working capital I 
badly need, and still not lose finan- 
cial control?” 

Most of these young men have 
been presidents of their firms for 
only 6 or 7 years, and thus have 
never struggled through a reces- 
sion. As one executive said, “I've 
never been through a real economic 
recession and I don’t quite know 
what to expect.” 

Some of the youthful executives, 
while interested in increasing sales, 
thought more emphasis should be 
put on costs. One of them put it this 
way, “Concentrating much time 
and money on raising sales at this 
point would be a long-drawn-out 
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James G. F. Coleman, president 


Coleman Floor Co 


process, and might be an expensive 
failure that would jeopardize the 
future of my company.” 

The survey showed that only 44 
per cent of YPOers now actively 
wish that their companies were 
larger. Over 53 per cent are content 
with their present sizes, and 3 per 
cent wish their 
smaller. 

In finding out what these young 
men think of themselves as presi 
dents, the survey 
questions about, their role in the 
company. Some of the answers indi 
cated that a number of presidents 
had thought little or nothing about 
this role before. For example, one 
member answered that it had sud 
denly dawned on him that “I am 
really acting as the sales manage! 
for my company rather than the 
president.”’ 

Another said, “I’m just coming 
to see that I run our production line 
and the company runs me.” 

A third said, “I've just stepped up 
from executive V.P., where my job 
was mainly to get things done. I’m 
learning the hard way that I need 
to sit back and think more before 
I go off halfcocked.”’ 

The desire to get things done now 
is strong among these young presi 
dents. They have a feeling of great 
personal responsibility about their 
businesses, and they are sometimes 
impatient with others who are 
slower to react. This confident de 
cisiveness certainly had a lot to do 
with these men reaching their posi 
tions, but once they become presi 
dents this same tendency of 


companies were 


asked several 


doing 


Lyle Spencer, president 


science Research Associates 


William D. Reed, president 


Star Tubular Products Co 


things myself so I'll be sure they’re 
done right” brings on other compli 
cations. As 
said, they suddenly realized they 
were not acting as president, they 
were busy handling the sales man 
ager’s job, or the production man’s 
job, or some other individual's job 

One YPOer summed up the prob 
lem this way: “I’m just beginning 
to realize that my real job is that 
of directing people. I should not 
take on work involving day-to-day 
duties of my own in the operational 
ense. I should act mainly in a ser\ 


some of the presidents 


ice capacity to the key executives 
around me 





Punched Tapes 
Help Control 


Quality 


Lincoln-Mercury's quality control sys- 
tem uses punched tapes for efficiency 


By Dwight G. Baird 


PROGRAM of statistical qual- 

ity control which enables the 
purchaser to maintain exceptional- 
ly close supervision of the quality 
of all parts used in its products 
and to do so with a minimum of 
effort has been developed at Lin- 
coln-Mercury Division of Ford 
Motor Company. The program is 
also a major aid to participating 
vendors. L. K. Marshall is man- 
ager of the division’s quality con- 
trol department. 


This division first introduced 


When parts are received, girl gets bill and refers 


o . ° . 
* to schedule control card, marking information on it 


statistical quality control in its 
motor plant in 1949 with a view to 
improving quality and perhaps re- 
ducing costs, T. W. Farrell, who 
heads up this activity, said. The 
initial statistical sampling plan 
called for ‘double’ sampling based 
on Department of Defense stand- 
ards, but this was soon superseded 
by “multiple” sampling, from the 
same standards, which fitted the 
division’s requirements better. The 
program was expanded later to en- 
able it to include any part used 


” 


) Girl then pulls prepunched tape, inserts it in Flexowriter, and writes 
° . . . . . 
* certain information, whereupon other information is automatically typed 
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in any Lincoln or Mercury cat 

Then the division built a big, 
new assembly plant at Wayne, 
Mich., near Detroit, and the qual- 
ity control department soon found 
that it did not have complete con- 
trol over the quality of all parts 
that entered the plant. Parts were 
received at several different points, 
and some of them bypassed inspec- 
tion points. 

Then, too, there was some lack 
of uniformity of inspection opera- 
tions. Inspectors had to refer to 


8 Stiff copy of the inspection sam- 
¢ 
* ple report is keypunched on 
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the blueprints to learn which 
characteristics of each part to in- 
spect. Some inspectors had per- 
sonal preferences in their use of 
gauges and tools. Or they might 
just use the one they found most 
convenient. The system and equip- 
ment were inadequate to maintain 
and operate such a system without 
its becoming more of a _ burden 
than an aid. 

To correct this condition, a com- 
plete procedure was established for 
sampling and inspecting each kind 
of part. This “spelled out” which 
features to inspect, how to inspect 
them, and which tools to use in 
each case. It specified the mini- 
mum size of the sampling to be 
tested from various size _ ship- 
ments; classified characteristics 
such as safety, critical, major, and 
minor; and stated the acceptable 
quality level for each of the 
characteristics. 

Suppliers were told about the 
sampling and inspection procedure. 
It would be too costly to inspect 
every item received in every ship- 
ment, so a sampling technique was 
employed. Thus, if a small sampling 
contains zero rejects, the entire lot 
is accepted; one reject would be 
permitted out of a sampling which 
was twice as large, two out of a 
still larger one, and so forth. If 
the rejects in a sampling exceed 
the prescribed limits, the supplier 
is notified and the entire lot may 
either be returned to him for 


machine, with data along right mar- 
gin showing future disposition of part 
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credit or completely inspected and 
the defective parts reworked, all 
at his expense 

Naturally, if the supplier adopts 
this inspection technique in his 
own plant, the purchaser’s inspec 
tion costs can be further reduced 
Then it is possible to accept ship- 
ments from this supplier with con 
fidence that they will come up to 
the specifications. Many Lincoln 
Mercury suppliers have installed 
this quality control, with a result 
ing improvement in the quality of 
their products 

When a supplier is known to 
maintain a strict quality control, 
Lincoln-Mercury may enter into a 
certification agreement with him 
under which the vendor submits a 
certified statement with each ship- 
ment, to the effect that the mate- 
rial has been inspected according 
to the agreement and that it meets 
with specified requirements. This 
shipment is not inspected when it 
is received by Lincoln-Mercury 
unless there is some obvious rea- 
son why it should be 

If some of the parts fail to meet 
the agreed specifications, they will 
be detected somewhere along the 
line and proper steps will be taken 
One of these steps is to sample the 
next shipment from this company 
and if too many rejects are found 
in it, the next lot is sampled too. 
If this also contains too many re 
jects, the supplier is notified. 

Having received the parts from 


the various suppliers, it was neces- 
sary to prepare a receiving-inspec- 
tion operation sheet for each of 
the 6,000 parts which go into the 
various models. Each part then 
had to be classified according to 
inspection characteristics. Incom- 
ing parts had to be prevented from 
bypassing the schedule control 
point, and there had to be a pro- 
cedure for reporting and disposing 
of rejected parts, as well as keep- 
ing some record of how the sys- 
tem, particularly the certification 
agreement feature of it, was work- 
ing out 

To meet these requirements, a 
schedule control office was set up, 
adjacent to the receiving office. 
Now when parts are received, the 
bill is submitted to a girl in the 
schedule control office. She refers 
to the VISIrecord visible file for 
the schedule control card for that 
part, checks to see what inspec- 
tions, if any, are to be made, 
stamps the bill to show where the 
materials are to be delivered, and 
writes on the card the date, how 
delivered, the purchase order num- 
ber, quantity received, and stamps 
the location 

The VISIrecord cabinet is at her 
left. At her right is another cabi- 
net, from which she pulls a pre- 
punched tape bearing the same 
part number and inserts it in a 
Flexowriter, which types the head- 
ing information on an inspection 


Continued on page 40) 


After being punched, the inspection report cards are needle-sorted, and 


o 
* from them various analyses of vendors’ performances can be easily made 
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Computer specialists Frank H. Bergmann (left) and Roy A. Young study | of the more than 100,000 punched cards 


used in analysis of Rexall's semiannual 1-cent sale, which showed inventory and sales figures, plus other breakdowns 


Electronic Brain Keeps 


On 11,500 Rexall Stores 


Basic information on drug store operations in more than 


Tab 


3,000 U. S. counties is quickly available with new computer 


HE hardest part of using new, 

electronic business machines is 
frequently in learning how. 

The new electronic brains which 
are coming to market in increasing 
quantities will do virtually any- 
thing in the way of figurework han- 
dling. The big job, however, is to 
figure out how to do specific things 
with them. 

Computers are still too new for 
their makers to have worked out a 
way to do the large number of 
standard, general business applica- 
tions which have become pretty 
routine in punched-card accounting. 
Furthermore, computers are far 
more expensive than their forebears 
in the business equipment field 
12 


“~ 


By Benedict Kruse 


Management needs more mileage 
from them to justify this greater 
expense. 

Thus, routine applications may 
never be enough to amortize com- 
pletely the use of an electronic com- 
puter. A great part of their value 
lies in their ability to wade through 
quantities of figurework to produce 
special management surveys which 
would be too costly to undertake 
by manual methods. In addition, 
continuation of previous analyses 
can often be done in much greater 
detail, in considerably less time, 
and at a lower cost. 

Although computer application is 
still in its infancy, it is bound to 
become a standard management 


tool within a very short time. At 
the moment, however, men respon- 
sible for watching the pulse beat 
of large businesses still have a 
choice of two outlooks: 

1. They can decide to sit back 
and wait for these new giants to 
develop firm walking legs, letting 
others make investments during 
this experimental period. 

2. They can make their bid for 
leadership in this field now on the 
basis that the computer’s benefits 
will give them a competitive edge 
during these times of increasingly 
tight business conditions. 

If management decides on the 
latter course, it will discover in 


(Continued on page 41) 
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These ‘‘types’’ 


are taken from a booklet that is part of a 


conference training package, which includes another man- 
val and a movie film, made by Henry Strauss & Company 


HOW HE ACTS 


WHY 


WHAT TO DO 





Overly Talkative 


He may be an “eagei 
beaver” or a showoff. He 
may also be exceptionally 
well informed and anx- 
ious to show it, or just 
naturally garrulous 


Don't be embarrassing or sarcas 
tic . . . you may need his traits 
later on. 


Slow him down with some difficult 
questions. 
Interrupt with: ‘That's an interest- 


ing point . . . now let's see what 
the group thinks of it."’ 


In general, let the group take care 
of him as much as possible. 





Ca 
() 


ee 


Highly 
Argumentative 


Combative personality 
professional heckler 

Ol 
May be normally good 
natured but upset by per- 
sonal or job problems. 


Keep your own temper firmly in 
check . . . don't let group get ex 
cited either. 


Honestly try to find merit in one 
of his points express your 
agreement (or get the group to do 
so)... then move on to something 
else. 


When he makes an obvious mis 
statement, toss it to the group... 
let them turn it down. 


As a last resort, talk to him pri 
vately during a recess . . . try and 
find out what's bothering him. . . 
see if you can win his cooperation. 





Really trying to help 
Actually, makes it diffi- 
cult, keeps others out 


Cut across him tactfully by ques 
tioning others. 


Thank him, suggest ‘‘we put others 
to work.”’ 


Use him for summarizing. 





iil 
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Talks about everything 
except subject 


Use s farfe te hed analo- 
gies, gets lost 





When he stops for breath, thank 
him, refocus his attention by re 
stating the relevant points, and 
move on. 


Grin, tell him his point is interest 
ing, point to blackboard and in 
friendly manner indicate we are a 
bit off subject. 


Last resort: glance at watch 





HOW HE ACTS 


WHAT TO DO 





Personality Clash 


 —_ 
Two or more members 
clash. 


Can divide your group 
into factions. 


Emphasize points of agreement, 
minimize points of disagreement 
(if possible). 

Draw attention to objective. 

Cut across with direct question on 
topic. 

Bring a sound member into the 
discussion. 


Frankly ask that personalities be 
omitted. 





s 


Obstinate 


Won’t budge! 
Prejudiced. 


Hasn’t seen your point. 


Throw his view to group, have 
group members straighten him out. 


Tell him time is short, you'll be glad 
to discuss it later; ask him to ac- 
cept the group viewpoint for the 
moment. 





AF; 
Wrong ; “uy 


Subject - 


Not rambling, just. off 
base. 


Take blame: ‘Something | said 
must have led you off subject, this 
is what we should be discussing” 
(restate point or use board). 





(? 


Has pet peeve. 


Professional griper. 


Has legitimate complaint. 


Point out we can't change policy 
here; problem is to operate as best 
we can under system. 


Indicate you'll discuss problem with 
him privately, later. 


Have a member of group answer 
him. 


Indicate pressure of time. 





Conversation 





May be related to the 
subject. 
May be personal. 


Distracts members and 
you, 





Don't embarrass them. 
Call one by name, ask him an easy 
question. 


or 


Call one by name, then restate last 
opinion expressed or last remark 
made by group member, and ask 
his opinion of it. 


lf, during conference, you are in 
habit of moving around the room, 
saunter over and stand casually 
behind members who are talking. 
This should not be made obvious 
to group. 
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HOW HE ACTS 


WHY 


WHAT TO DO 





Lacks ability to put 
thoughts in proper words. 


He is getting idea but 
can’t convey it 


He needs help 


Don't say, “What you mean is 
this.” 


Say, ‘Let me repeat that’ (then 
put it in better language). 


Twist his ideas as little as possible, 
but have them make sense. 





Member comes up with 
comment that is obvi- 
ously incorrect 


Say, ‘| can see how you feel’ or 
‘That's one way of looking at it."’ 


Say, “| see your point, but can 
we reconcile that with the (true 
situation)?” 


Must be handled delicately. 





Ask You for 
Your Opinion 


Trying to put you on 
spot. 

Trying to have you sup- 
port one view. 


May be simply looking 
for your advice. 


Generally, you should avoid solv- 
ing their problems for them. 


Never take sides. 

Point out your view is relatively un- 
important, compared to the view 
of the people at the meeting. 


Don't let this become a phobia 
There are times when you must—— 
and should—give a direct answer. 


Before you do so, try to determine 
their reason for asking your view. 


Say, ‘‘First, let's get some other 
opinions . . . Joe, how do you look 
upon this point?"’ (select a member 
to reply). 





Won't Talk 
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Bored. 
Indifferent. 
Feels superior. 
Timid, 


Insecure. 





Your action will depend upon what 
is motivating him. 


Arouse his interest by asking for 
his opinion. 


Draw out the fellow next to him, 
then ask the quiet lad to tell the 
fellow next to him what he thinks 
of the view expressed. 


If he is seated near you, ask his 
opinion so that he'll feel he is talk- 
ing to you, not the group. 


If he is the ‘‘superior’’ type, ask 
for his view after indicating the re- 
spect held for experience. (Don't 
overdo this. Group will resent it.) 


Irritate him for a moment by toss- 
ing a provocative query. 


If the sensitive person won't talk, 
compliment him the first time he 
does. Be sincere! 
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Accounting Business 
On Wheels 


This former accounting machine sales- 


man takes his office to the customer 


By Omer Henry 


1922 inventory of Cuno R. Bry- 
A ant would have disclosed a di- 
lapidated Ford chassis and a $400 
debt, but not his hidden assets 
faith in himself, an abundance of 
energy, and an idea which was to 
bring him a nationwide business, 
deep personal satisfaction, and fi- 
nancial independence. 

As an accounting machine sales- 
man in Portland, Ore., he found 
business slow. His best efforts over 
a prolonged period of time failed 
to swell his sales. 

He sought the cause of this un- 
happy state of affairs. His product 
was excellent, his territory ade- 
quate. He was a trained salesman 


and his potential customers needed 
his machines. 

Over and over again the same 
element had blocked a sale: Price. 
Since that was a factor over which 
he had no control, Mr. Bryant 
tackled his problem from another 
angle. 

3ecause he knew that most busi- 
nessmen actually need an account- 
ing machine only a few days—at 
most—-each month, Bryant initiated 
a rental plan. This project failed, 
primarily because the machines 
were too complicated for an un- 
trained operator to manipulate suc- 
cessfully. And skilled operators de- 


' manded full-time employment. 


Cuno Bryant's first accounting office on wheels was this improvised box-like 
structure which was built on a Ford chassis. It was first used back in 1922 
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Modern Cunocar has filing cabinet 
in the rear and bucket seat behind 


This suggested another possible 
solution to his problem: Bryant 
could operate the machines himself. 
When he had completed the ac- 
counts of one client, he could move 
on to the next. 

He would need only one machine 
a means of transporting it, and 
certain supplies. He bought a Ford 
coupe, mounted an accounting ma- 
chine on a steel stand in the rear 
of the car, and set out. 

Businessmen were eager to uti- 
lize his services. But that required 
loading and unloading a delicate 
machine, installing it in a cus- 
tomer’s office for a short period of 
time, and disrupting the client’s 


The first Cunocar was an odd-look- 
ing mobile office, but it contained the 
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steering wheel, plus a convenient 
U-shaped desk which 


saves steps 


normal operation in the process. 
This was a cumbersome and unsat- 
isfactory operation. 

“What I need,” Bryant told him- 
self after a particularly discourag- 
ing day, “is a mobile office which 
I can park just outside a client's 
door.” 

Immediately he set about build- 
ing such an office. He constructed it 
of plywood and installed it on a 
Ford chassis. It was probably the 
world’s oddest-looking office. 

This box-like structure, which 
shimmied and shook when Bryant 
moved it from one spot to another, 
contained an accounting machine 
on a steel stand, a typewriter, table, 


basic features of today's models, in- 
cluding two office machines shown 
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In his office, Cuno R. Bryant studies map which has dots indicating location 


of Cunocar operators. He has 75 mobile offices and many franchised offices 


cabinet for supplies, chair, and 
in winter—an electric heater which 
he could plug into the city current 
It was a handy arrangement 
Customers liked getting their ac 
counting done by a professional for 
a small sum each month. Bryant 
liked the steady business and good 
pay. 
Thus 
and operator of the Cunocar A 
counting Service, Incorporated, the 
world’s first 
keeper. 
Next, Bryant drew up standard 
forms which his accounting ma 
chines could use and were suitable 


These 


3ryant became the owne! 


curb Service hook 


for most small businesses 


enabled Cunocar operators to work 
with greater speed and efficiency 

Nor is that all. Bryant has 
equipped Cunocars with dome 
lights which provide ample illumi 
nation for night work, if necessary; 
and heaters that run even when the 
truck motor is idle. Cunocars are as 
modern as tomorrow 

Today these red-and-green mo 
bile offices are a familiar sight on 
our highways and in our cities 
There are 75 of them in Oregon, 
Washington, and California 

In addition he has granted fran 
chises—-for a percentage of the 
operator’s business—-to ambitious 
men in every state in the Union 


UE Epes —— ae 


Modern Cunocars such as this one are a familiar sight in Washington, Oregon, 


and California, where they move from client to client as jobs are finished 
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First step in Spiegel's streamlined system is the cutting 
of plates, which are then proofed and inserted on frames 


Form is then run on addressing machine which can print 
each of three lines on plate in three positions at top 


Work Simplification Aids Mail-Order 


Simplification of operations at Spiegel has resulted in direct 


savings, as well as savings in floor space and in paper waste 


Mos: of the glamour of a mail- 
order operation is in its order- 
handling activities, with its com- 
plicated clerical functions carefully 
arranged in a straight-line produc- 
tion flow, for efficient handling of 
the rigidly scheduled picking, as- 
sembly and packing, and billing of 
the customers’ orders. 

Needless to say, this is the proc- 
ess most visitors see; and their ob- 
servations reveal that it is highly 
engineered, carefully integrated, 
and has been subjected to continued 
efforts of paperwork §simplifica- 
tions, long before such a term was 
conceived. 

Behind the scenes in such a plant, 
however, there are hundreds of 
other processes, many of them far 
reaching in their effects. And many 
of them also involve activity and 
expense that make paperwork sim- 
plification a “must.” These proc- 
esses may be localized in one activ- 
ity or extend into several activities 
such as merchandising, advertising, 
return goods handlings, warehous- 
ing, customer correspondence, ac- 
counting, traffic, package engineer- 
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By Charles Faulkner 


Systems Manager, Spiegel, Inc 


ing, payroll, credits, collections, and 
dozens of others. 

A factor that is common to many 
of the backstage operations, as well 
as being integral to the order flow, 
is the catalog number. The catalog 
number is our link with our cus- 
tomer, and it is a common-language 
medium of the activities through- 
out the plant. It is used to identify, 
classify, validate, evaluate, com- 
municate, and remunerate. 

Ordinarily, however, the catalog 
number cannot be used by itself, 
because it cannot be unique to each 
of the conditions, descriptions, and 
variations peculiar to the item that 
it represents. In some cases, it must 
be qualified by the colors and sizes 
that are offered in the number; in 
other cases, it will require prices, 
weights, number of labels, and so 
forth in conjunction with it. Still 
another instance will require the 
sales- estimate for each stockkeep- 
ing unit within the catalog num- 
ber; and there are many other such 
requirements, representing similar 
needs. 

Common to all forms, however, 


is the catalog number. This means 
that the number itself could be 
written, printed, typed, or other- 
wise reproduced many times a sea- 
son. When the quantity of catalog 
numbers exceeds 10,000 a season (6 
months), a very respectadle quanti- 
ty of reproductions on the various 
forms is built up over a year’s time. 

Prior to simplification of this 
paperwork, through a _ repetitive 
listing system, all of these forms 
were created independently, by 
many different agencies, being gen- 
erated from work papers, other 
forms, or combinations of both. In 
some instances, a particular form 
was created by one of several con- 
trol agencies who were responsible 
for issuance, while others were cre- 
ated on a completely decentralized 
basis, some by buyers’ secretaries, 
merchandise record clerks, stock- 
men, and other personnel. 

Needless to say, this situation 
pyramided costs, bred delays, and 
contributed to format discrepancies 
and data inaccuracies. Each cata- 
log number was written at least 
once for each of the forms pro- 
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Multiple copies from master forms 
are produced at rapid rate on press 


Operations 


Preprinted form is used here in stock count. Spiegel has streamlined process 

for printing its forms, with scheduling set up to reduce re-sorting of plates 
duced, and other data pertinent to 
it was reproduced many times, de- 
pending upon the number of forms 
for which it was required. 

Following survey of the problem 
and of the various types of busi- 
ness equipment that would offer a 
simple means of producing the nec- 
essary forms, it was concluded that 
a combination of address plates and 
offset printing would be most eco- 
nomical. Since all of the different 
forms do not have to be produced 
at once, and complete information 
is available sufficiently early to 
meet all deadlines, the same equip- 
ment can be used to produce all 
the forms. 

Addressing plates are commonly 
considered a mailing room _ tool 
only. However, they represent a 
very flexible means of multiple 
printings, providing high speed and 
accuracy. Clever, simply operated 
accessories enable the addressing 
machine to perform tasks far re- 
moved from .addressing mailing 
labels. 

Offset printing is becoming more Spiegel's file of plates increases to about 60,000 during the season, but no 
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(Continued on page 44) attempt is made to reuse them later, since it is cheaper to emboss new plates 
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How the Multilith Systemat 
Master makes Carbon Sets 
even more valuable 


If you use carbon paper interleaved sets or continuous business forms you 
know the paperwork and the dollar savings they offer. But now the ver- 
satile Multilith Systemat Duplicating Master is being incorporated into 
these sets by leading business forms companies to make them even more 
valuable. 

This Multilith Master looks and handles like an ordinary sheet of 
paper. You can write on it directly or through carbon paper with pencil, 
pen, typewriter, Addressograph or any other business machine. When 
the set is prepared, carbon copies can be distributed immediately. The 
Systemat Master is used for the addition of further data and subsequent 
reproduction of completed records on paper or card stock in any quantity 
required. Addressograph-Multigraph Corporation, Cleveland 17, Ohio 
— Simplified Business Methods.* 


© 1964 A.M Corporation 


*Trade-Marks 





ALL THE EXTRA COPIES 


NEEDED FOR FUTURE 
ACTION (including any 


additional information 
required) 


Look at these 


ADDITIONAL ADVANTAGES 


You can add, delete or substitute informa- 
tion on the Multilith Master at any time. You 
can reproduce any portion of the informa- 
tion automatically. You can save countless 
hours of effort. Paperwork handling costs 
cre slashed. 


Ask a leading business forms company 
representative for full details, or write 
Addressogrcph-Multigraph for a list of 
authorized processors. 


WRITE FOR 
THESE FREE METHODS BULLETINS 
Multilith Methods 
for Order Invoice Writing 


Multilith Methods 
for Purchase Order Writing 


Multilith Methods 
for Production Order Writing 


Addressagraph- Multigraph 


> FOR BUSINESS RECORDS 


TION MACHINE 


SERVING SMALL BUSINESS — BIG BUSINESS — EVERY BUSINESS 
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By Kenneth H. Ripnen 
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Exhibit No. | 


Core type of office building has elevators, stairways, toilets, 


and other services in the center, with offices on all four sides 
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EFORE World War II, the aver- 
B age office organization of 100 
people represented an important re- 
sponsibility and was considered a 
large office staff. Since the war, 
however, many of these corpora- 
tions have grown to mammoth 
proportions, due to war contracts 
and postwar markets. 

Along with these expanded office 
organizations, the structures to 
house these staffs have changed 
not only in area, but also in design. 
They have been engineered and 
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equipped with new techniques and 
facilities to make them function at 
peak efficiency. 

In this 14-year span, the concept 
of the office building has changed 
from one 20 to 30 feet deep to an 
area 100 to 200 feet deep, in order 
to effectively house these larger 
organizations. 

Daylight and natural ventilation 
were sufficient to make the older 
conventional office buildings usable. 
These buildings were also practical 
where space is concerned, because 











the office organization was small. 

Today, a staff of 2,000 to 3,000 
people, housed in an office building 
averaging 30 feet in depth, would 
occupy approximately 4,000 lineal 
feet. If a 30-foot-deep skyscrape1 
were erected for a company of this 
size, figuring an additional 25 per 
cent for accessory type space, the 
building would require 5,000 lineal 
feet of space (almost a mile in 
length, equal to once around the 
Pentagon). A 100- by 200-foot office 
building could house this organi- 
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While this core concept is found in most office buildings that 


offer rental space, it is not recommended for the larger firms 
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zation on approximately 10 to 12 
floors. 

Today, floors of greater depth 
permit this firm to be housed on 
3 or 4 floors, and the larger floor 
areas allow better functional group- 
ing of departmental units, as well 
as allowing related departments to 
be placed alongside one another. 
Also, escalators, ramps, and stair- 
ways make all the facilities of this 
3- to 4-floor office building easily 
accessible to all employees, elim- 
inating the need for an elevator 
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to handle heavy passenger traffic 

Air conditioning, lighting, 
planned mechanical and structural 
accessibility make the large-floor 
area office building function today 
Here again, we are not talking of 
an office building which is built for 
speculative reasons, to house any 
one who wants to rent but 
offices built expressly for a particu 
lar company. 

The windowless building, the 
glass-block building, the 
porary building with glass 
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and metal-packed panels, as well as 
the controversial skyscraper-type 
offices and the large-floor-area type 
building each has its place in the 
office building scene 

Throughout this 
office space for the corporation, we 
will be concerned primarily with 
the office building and office space 
as a corporation would supply it for 


discussion of 


its own use, not as a speculative 
building enterprise furnishes office 
space today 

One does not have to go through 
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how much time and money out-grown or out-dated office arrangements 
have cost them until they “start new” in space planned with 
the aid of Art Metal Office Planning Service ! 


This service is available to you without cost. Its effectiveness is based 


on the widest experience in working with businesses ranging from 


the largest down to the one-man office. It is all-inclusive 
covers revision of present layouts or organization of new ones; 
efficient use of working time and working space ; 


desks, chairs, files and modular work stations. 


Why not take advantage of this experience from the very start 
when you plan to expand, move, or re-arrange your offices ? 
As a start, you can save many hours of planning time with 
the famous Art Metal office planning aids listed below. 
Call your local Art Metal representative or write 


Art Metal Construction Co., Jamestown 14, N. Y. 


Send for 


these publications — offered to you 
exclusively by Art Metal and nationally recognized 


for their practical value in efhicient office planning 


“Things to be Done When You 
Move or Rearrange Your Office” 


“Office Standards and 
Planning Book” 


“Manual of Desk Drawer 


Layout” 


GENERAL OFFICE AND EXECUTIVE DESKS « CORRECT-SEATING 
ALUMINUM OFFICE CHAIRS + FILING EQUIPMENT +» WABASH FILING 
SUPPLIES + POSTINDEX VISIBLE INDEX CABINETS AND SYSTEMS 
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For 66 years the 
halimark of the 
finest in office 
equipment and 
systems 
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too many speculative office build- 
ings to realize the concessions nec- 
essary when occupying space in 
most rented offices. The ceilings are 
low, the electric service is inade- 
quate, and the elevator service and 
floor loadings are planned to handle 
minimum loads. In some cases, 
there are no underfloor ducts or 
steel reinforcements, so that it is 
impossible to improve the situation. 
Air conditioning and lighting are 
compromised so that they can be 
included in the advertised pack- 
age. The freight elevator, loading, 
and car parking facilities are either 
omitted or too costly. Lastly, the 
buildings are generally built on the 
core concept, which is basically an 
office building planned for specula- 
tive renting. (See Exhibit 1.) 

The core-type office building is 
one where the elevator, stairway, 
shafts for mechanical services, toi- 
lets, and such are in the center of 
the floor plan, and a _ corridor 
around these services leads you to 
the office space which is usually 20 
to 30 feet in depth. This permits 
the floor space to be divided up into 
smaller units for rental, giving each 
tenant independent access to build- 
ing services. 

A building of this type, as pre- 
viously stated, is not suitable for a 
large corporation. The 20- to 30- 
foot deep space does not permit 
grouping of large departmental 
units, or allow for the compactly 
planned office space which is pos- 
sible when the office is planned on 
3 or 4 floors of the large, open- 
floor-type of office building. 

A most important factor in office 
building space planning is the mod- 
ule used in regulating proportions. 
It is a fallacy to use a 3-, 3%4-, 
or 4-foot module for windows and 
continuous glass windows, since it 
is too costly to coordinate the office 
lighting and air conditioning on 
a module smaller than 8 to 10 feet. 
Furthermore, the space administra- 
tor has a much easier job of ap- 
portioning the space when there is 
less choice in the size of private of- 
fices. The continuous glass window, 
even when used with treated glass 
and canopies, breaks down the eco- 
nomical modular principle for the 
space administrator. There are also 
added costs for cooling and heating 
the area. 


Office in the City 


Skyscraper 


Nowadays, the main reason a 
firm chooses a large city for its 
location is so that it will be con- 


December 1954 


venient to related businesses, trans 
portation, or its branch 
Availability of office personnel, 
shopping, banking, and transporta- 
tion are no longer major advan 
tages of a city location. 

Having been located in the city 
for a long period of time, frequent 
ly a company will find its execu- 
tives and general office personnel 
are so scattered that moving out of 
the city would inconvenience three- 
fourths of its employees. Some 
cities, fortunately, do not present 
this problem to the corporation. 
For example, they might have in- 
dustrial activity to the south, indus- 
trial housing to the east, and a river 
to the west. The white-collar resi 
dences, main highways, and trans- 
portation to the north then make 
a natural setting for the office to 
the nort:. of the city on adequate 
acreage. 

Today’s city office buildings are 
mainly of the core-type plan. When 
a corporation builds on city prop- 
erty, it is too costly to have expen- 
sive property remain idle for future 
use. So space planned for expan- 
sion is usually rented. This practice 
usually restricts the entire build- 
ing planning. 

An extreme example of this prob- 
lem today is the highly publicized 
Grand Central Station’s loss of $24 
million annually. It is felt that an 
office building over the station, 
which would be larger than the 
Empire State Building, would re- 
duce this loss. This may be a tru- 
ism, but actually the operating loss 
should be overcome by increasing 
the railroad fares and efficiency of 
operations. Even the Empire State 
Building, with all its other facili- 
ties such as observation tower and 
TV aerial tower, produces a modest 
income on approximately 2 million 
square feet of space 

Therefore, high ground values, 
high taxes, and related problems of 
city real estate make the office in 
the city skyscraper one where con- 
cessions are made that are often 
costly to the office efficiency and 
overhead. 


offices 


Leasing Space in the 
Office Building 


In all relations between the ten 
ant and landlord, it is wise to use 
the services of a competent lease 
broker, a real-estate lawyer, and 
an office planning architect. Their 
fees are inconsequential, when com 
pared with the many savings in 
time and money that can be 
brought about in the original leas 


ing negotiations and during the 
term of the lease. 

The office space lease has many 
typical clauses, and there are many 
standard forms of leases, but sev- 
eral essential factors to check upon 
in leasing of space are 

1. Amount of Space. The total 
area leased should be calculated as 
summarized in Standard Method of 
Floor Measurement of the National 
Association of Building Owners and 
Managers. 

2. Space Description. A reduced 
floor plan, or plans, should be 
marked to show the location of the 
office space agreed upon, and the 
plans made part of the lease. 

3. Rental. The rental figure can 
best be checked by comparing it 
with other quotations for similar 
space and terms in the neighbor- 
hood, allowing a variance of 10 
to 20 per cent. 

1. Length of Lease. Office leases 
normally commence on May 1 and 
expire April 30 of any year. Loft 
leases commence on February 1 or 
May 1. Considering the inconven- 
iences and cost of moving, and a 
nominal period to live out any in- 
vestments in floor covering and 
miscellaneous installations in the 
preparation of office space by the 
tenant, a lease of 5 years should be 
a fair term for offices of approxi- 
mately 15,000 square feet or less, 
and 10 to 20 years on larger areas. 

A larger tenant might become in- 

volved in too costly an investment 
in preparing the premises or even 
naming the building after the firm, 
so that longer leases with renewals, 
or even options on ownership of the 
building, should be considered in 
the original leases. 
5. Expansion, Contraction, and 
Termination, Arrangements should 
be provided in the lease for ex- 
pansion through options on addi- 
tional space, contraction through 
rights to release or sublease, and 
termination through right to can- 
cellation by compensating the land- 
lord for alterations and loss until 
re-renting of the premises. 

6. Services. Agreement between 
landlord and tenant as to services 
that the landlord is to give the 
tenant, and those the tenant is re- 
sponsible for, should be made a part 
of the lease. 

7. Alterations. Before signing the 
lease, the tenant should arrange 
for working drawings and specifi- 
cations clearly describing what 
partitions, doors, electricity, plumb- 
ing, heating, ventilating, air con- 
ditioning, painting, and building 
standard alterations he expects of 
the landlord, and have them in- 





Exhibit No. 2 


The office in rural community has many advantages over its 


counterpart in the big city, including ample parking space 


cluded in the lease, together with 
unit prices, in order to make ad- 
justments as the work progresses, 
or during the term of the lease. 

Any alterations the tenant pro- 
poses during the term of the lease 
should be approved by the land- 
lord before the work is undertaken 
and paid for by the tenant. 

8. Miscellaneous, The new tenant 
should try to favor installations of 
machines, materials, and services 
that have already been established 
in the building. Typical of these are 
water coolers, fans, towel service, 
building signs, and electric current. 

Repainting of the leased premises 
should be done every 3 years and 
be referred to in the lease. 

9. Copies of Leases. It is cus- 
tomary to prepare three copies of 
leases, one each for the landlord, 
tenant, and broker (a fourth where 
states require registering of leases). 

The typical office lease has many 
standard clauses of restrictions di- 
rectly and indirectly imposed upon 
the tenant, but the tenant can fur- 
ther investigate whether his organ- 
ization tenancy is affected by the 
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following restrictions or rules and 
regulations. 

(a) Buildings built for offices, 
stores, lofts, factories, or ware- 
houses are often occupied by other 
tenants than the type for which 
they were originally designed, due 
to changes in neighborhoods and 
tenants of the buildings. It is wise 
to check any original and current 
restrictions. 

(b) Restrictions imposed by local 
zoning of business functions should 
be studied. 

(c) Local building department, 
labor department, and fire depart- 
ment rules and regulations should 
be investigated to determine their 
effect upon the proposed use of 
space in a building. 

The landlord usually requires 
that the tenant check with his 
building engineer, to pass upon 
physical and mechanical conditions, 
before making any special installa- 
tions such as air conditioning or 
electric machines, because electric- 
ity, water, and steam capacities in 
a building are not always adequate 
for the desired installations. 


ya 
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Office in the Rural 
Community 


In the rural setting, one can build 
with less municipal restriction on 
height, shape, materials, and zon- 
ing. Property values permit the 
purchase of large tracts of land 
which enhance the structure and 
give the employee a sense of pride 
in the firm for which he works. The 
visitor is also favorably impressed, 
and appreciates the adequate car 
parking facilities. (See Exhibit 2.) 

It is believed that the trend to- 
ward locating offices in rural sec- 
tions, made possible in part by the 
advent of the automobile, is one of 
the truly American trends. The 
stature of the office worker is im- 
proved to its fullest, since he be- 
comes a property owner—a car 
owner—and thus a more fraternal 
participant in the interests of his 
company and job, community and 
country. 

The hustle and bustle of the big 
city is lost in the rural setting, and 
the rural office worker’s personality 
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is entirely different, due to the ab- 
sence of tension formerly caused 
by traffic jams, crowds, competi- 
tion, and higher costs of living. 


The Home Office Building 


Elements of importance to the 
office—beyond the normal consider- 
ations in the construction of a new 
office building—are planned flexi- 
bility of space, adequate building 
maintenance conditions, and pro- 
vision for preplanned growth. (See 
Exhibit 3.) 

The amount of window office 
space, general office space, and stor- 
age space required for present and 
foreseeable expansion of an organ- 
ization, and typical architectural 
and mechanical conditions of a 
building can be well planned for by 
an architect experienced in office 
layout requirements (or an archi- 
tect and an office layout consultant 
working in collaboration). 

These men are the interpreters 
of the problems of the office. They 
create the solution, supervise the 
work to completion, and are on 
hand when preplanned growth is to 
be undertaken. This relationship 
extends over a period of many 
years, if not indefinitely. The archi- 
tect should coordinate the physical 
elements of the building with the 
functional requirements of the 
corporation. 

Care should be taken to make 
physical surveys of the site, such as 
test borings and analysis of electric 
power, steam, gas, plumbing (water 
and sewers), telephone facilities, 
roads, sidewalks, and municipal 
limitations of the property. Trans- 
portation and shopping centers 
should also be investigated. 

The architect should be given a 
free hand in investigating these 
conditions, and if he has not con- 
templated making these analyses, 
he should be urged to do so. He 
should be given a free hand in the 
selection of electrical, plumbing, 
heating, and structural engineers, 
and any further consultants he may 
deem necessary for the success of 
the office building. 

The choice of the building con- 
tractor may be questioned by the 
owner. Additional qualified bidders 
can be added to the list of bidders, 
if desired, since as long as the plans 
and specifications of the office build- 
ing have been completed, the choice 
of building contractor would effect 
no change in the project. An archi- 
tect’s and owner’s representative 
(clerk-of-the-works) should be on 
the premises to check the construc- 
tion as it progresses. 
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Exhibit No. 


In planning the home office building, it is 
important to make physical surveys of site 
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Several of the more important 
factors in the construction of an 
office building with which the 
owner should concern himself are 

1. Number of Floors. Where size 
of the property does not limit the 
area of a floor, it is wise to limit 
the horizontal distances from 100 to 
200 lineal feet. An escalator, ramp 
or stairway of a 15-foot rise to the 
next unit of space above or below 
can be used up to five floors 

2. Type of Construction. Consid 
ering the constant changing of of 
fice layouts and the use of heavy 
machines and safes, files, and equip 
ment, fireproof steel frame or rein 
forced concrete construction is be 
lieved most suited to modern office 
buildings. 

3. Shape. Since the office is a 


combination of window, general of 
fice, and storage space, the shape 
of the building usually evolves from 
these requirements, limitations of 
the site, imposed design, and office 
functions 

Considering functional planning 
to arrive at the shape of the build 
ing, one would assume _ storage 
space being located in the base 
ment, window office space provided 
by a building shape of corridors 
and offices on either side, and gen- 
eral office space of long beam span 
units of space. 

1. Orientation. The private offices 
should face north or east, and the 
general offices south. 

5. Flexibility. Window 
in private office areas should be 
planned on 10-foot centers, in order 


mullions 
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to build 10- and 20-foot-wide pri- 
vate offices. Column spacings from 
the window wall can be 20 feet 
deep, in order to provide 20-foot- 
deep private offices. The column 
spacing for general office areas for 
proper planning of general office 
layouts can be 27 or 35 feet. Prac- 
tical optimum dimensions for gen- 
eral office areas are usually within 
the range of 27 to 35 feet. 

6. Expansion, Foreseeable expan- 
sion in private offices can be pro- 
vided for by spare offices, confer- 
ence rooms, or large offices that 
can be cut in two as new ones are 
needed. 

Expansion in general offices can 
be provided through general office 
areas which are large enough to 
allow for future expansion, ar- 
ranged more comfortably to suit 
today’s needs. 

Provision can be made for the 
growth of a building by planning 
additions to the building, or by add- 
ing additional floors. 

7. Mechanical Facilities. Electric 
light and power, heating, air con- 
ditioning, plumbing, and special de- 
vices such as underfloor ducts and 
intercommunication comprise the 
mechanical facilities of an office 
building. Electrical devices which 
will be added from time to time will 
require additional power, and this 
should be, provided for when the 
building is planned, by providing 
spare electric service facilities. 

8. Services. Cafeterias, car park- 
ing, recreation rooms, restrooms, 
first-aid rooms, and similar em- 
ployee service facilities should be 
provided for in original planning. 
Too often they are forgotten, and 
then provided for later at the ex- 
pense of valuable office space. 

9. Maintenance, Adequate storage 
for cleaning materials, locker room 
facilities, mechanical service access, 
and storage require coordination 
with maintenance people in original 
planning. 


Office Planning Standards 


Every corporation has different 
ideas as to the size of private offices 
and the amount of space required 
by office workers in general office 
areas. It is the architect's responsi- 
bility, aside from basic functional 
requirements, to compromise these 
ideas with established space stand- 
ards before his recommendations 
are accepted, in order to arrive at 
the total amount of space to rent 
or build. 

In a new building project, the 
column spans and window modules 
can be planned to satisfy the final 
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agreed-upon standards. On _ the 
other hand, if the office must be 
planned in an existing building, 
these standards must again be com- 
promised to comply with existing 
space limitations. This problem is 
encountered mainly in private of- 
fices, the size of which is affected 
by the column spans and window 
modules, 

Using 20 by 20 feet as the aver- 
age structural bay, one can plan 
private office standards as follows: 


Type Size Total Sq. Ft. 
A 20 by 20 ft. 400 
B 10 by 20 ft. 200 
Cc 20 by 15 ft. 300 
D 10 by 15 ft. 150 


For general office workers, occu- 
pying 60- by 34-inch desks, we have 
used the following schedule for 
space assignments: 

Supervisor—100 square feet 
Interviewer—80 square feet 
Clerk—65 square feet 

(See Exhibits 4 and 5 on office 

space assignment.) 


Program for Planning 


Before planning any office lay- 
out, an approved program of or- 
ganization should be completed. 
Many forms have been designed for 
this purpose. 

This information, when properly 
tabulated, establishes requirements 
for renting or building the office, 
storage, and special space. When 
used for control, it breaks space 
down so that it can be assigned uni- 
formly to various departments of 
the company. 

Normally, executive departments 
should show an average for office 
space of 175 to 200 square feet 
per person. Administrative depart- 
ments might average 150 square 
feet per person; and operating de- 
partments, 100 square feet per per- 
son. Less space is often allowed—as 
low as 50, 60, or 70 square feet per 
person—but such crowding is not 
believed to be conducive to efficient 
working conditions. 


Steps in the Planning 
Of New Layout 


I believe that if any one of us 
were to make an office layout via 
the scientific approach, we would 
come out with generally the same 
solution. Let us examine some of 
the factors affecting that solution. 

1. Basic Plan. All parcels of space 
have a basic circulation plan around 
which the office layout is built. This 


is one of the first matters to study 
in looking over an existing parcel 
of space, or when planning for new 
construction. The main corridor 
leads from the entrance through 
the reception hall to the elevators 
or stairs. These, in turn, lead to the 
various offices on the different 
floors of the building. It is this cor- 
ridor into which all building and 
office service facilities lead: Recep- 
tion room, mailing and filing rooms, 
telephones, restrooms, stationery 
storage, porters’ closets, electric 
and telephone service closets, and 
air-conditioning rooms. This cor- 
ridor also provides access to all 
departments of the office, making 
it unnecessary to pass through 
other departments. 

2. Grouping Organization Ele- 
ments. After planning for basic cir- 
culation, fixed facilities, and serv- 
ices, the location of organization 
elements in the office plan is the 
next step. These may consist of the 
executive group, sales, finance, en- 
gineering, production, research, 
purchasing, and such—giving con- 
sideration to their relationship to 
each other and to the type and 
amount of office space needed for 
each function. 

The grouping of these elements 
of the office would really be a 
graphic portrayal of the organiza- 
tion chart, were it not for the ex- 
pression of space occupied and the 
changes in location dictated by the 
flow of work. This plan is called a 
schematic layout. It covers: 

(a) Top Executive Section, which 
is usually a specially planned office 
layout, as the number and size of 
private offices vary with the size 
and type of a business. 

Variations in individual require- 
ments for conference rooms, visit- 
ors’ rooms, waiting rooms, and spe- 
cial facilities for executives and 
their secretaries make it necessary 
to devote special study to this phase 
of office planning. 

(b) Divisional Heads _ Section, 
which usually lends itself to stand- 
ardized planning, with rows of pri- 
vate offices and space assigned to 
assistants and secretaries, either in- 
side or adjacent to the offices. 

(c) Operating or Production Sec- 
tion, which usually lends itself to 
standardized planning, where rows 
of private offices have inside or ad- 
jacent general office space. 

For example, a strip of space 60 
feet wide might lend itself to a 
row of private offices 15 feet deep, 
a 5-foot corridor, and 40 feet of 
adjacent general office space. This 
40-foot area would allow for two 
double rows and a single row of 
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desks, and three aisles—or two sin- 
gle and a double row of desks, a 
row of files, and three aisles—or 
any other typical office equipment 
arrangement. 

(d) Service Sections of the office 
and special departments, which all 
require special planning, since their 
locations must be convenient to the 
activities being served and adjusted 
to the space allotments for each 
unit. Space allotments for each of 
these units can be arrived at only 
by making detailed layouts based 
upon approved planning standards. 

3. Planning Standards. The dis- 
tances allowed between desks, spe- 
cial equipment, and aisles; the plan- 
ning of desk arrangements; and the 
size and number of private offices 
are all subject to a number of vari- 
able considerations. 

Accepted minimum standards for 
desk spacings are 6 feet from back 
to back of desks. For example, the 
typical 60- by 34-inch desk, with a 
maximum of two desks placed end 
to end to allow for aisle at each 
desk. When more than two desks 
are placed end to end, a minimum 
of 4 feet should be allowed for 
aisles between desks, or 7 feet from 
back to back of desks. Inside aisles, 
within desk areas and adjacent to 
special equipment, should be from 
3 to 5 feet wide; and main corridor 
aisles, 5 and 5'% to 8 feet wide. 
Aisles in central file departments 
may vary from one-drawer width, 
with 27 inches for storage and 
transfers, to 8 feet for active files, 
allowing for two open drawers of 
files facing one another and pass- 
age or work areas for two people. 

Space between Teletypes, switch- 
boards, mailroom tables and racks, 
and stockroom shelving all require 
special analysis. Likewise, space for 
central stenographic and duplicat- 
ing departments, reception and con- 
ference rooms, and statistical ma- 
chine sections all require individual 
planning, depending upon each 
company’s requirements. 

Private offices may vary from 8 
by 12 feet to 10 by 15 feet, and up- 
ward. Conference rooms for 8 peo- 
ple are approximately 16 by 12 feet, 
with 2 feet added to the length for 
every 2 additional people. 

4. Integrated Office Plan. After 
grouping all of the elements of the 
office in the space to be planned, 
and as one gets down to the detailed 
layouts of sections within depart- 
ments, the physical arrangements 
of these small groups do not have 
to reflect the organizational setup. 
It is here that an integrated office 
plan could house several depart- 
ments with a flexibility not to be 
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Exhibit No. 4 


This office area has desks close together, 
for each individual has only 65 square feet 


Exhibit No. 5 


When each person has 80 square feet of 
space, there is more room around desks 


found in individually custom-built 
office units. 

Take, for example, a sales de- 
partment of 150 people in 15,000 
square feet, handling 8 different 
commodities. In the custom-built 
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office layout, each of the 8 sections 
could have varying numbers of par- 
titioned offices for the chiefs, as- 
sistants, and secretaries, as well as 
special partitioned areas for the 
section personnel. Then the 15,000 
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Exhibit No. 6 


Reception rooms can be as comfortable as private offices, 


with pictures used to show the company's product or plants 


square feet of space housing these 
8 sections would be a tailormade 
layout of 8 planned units. Thus, in 
the event of expansion or contrac- 
tion of any one section, the whole 
area might have to be changed. 
However, an _ integrated office 
layout for this sales department 
would have a line of private offices 
and a general office space on the 
outside. Increases and decreases of 
personnel in each of these 8 units 
could be made by switching occu- 
pants of private offices and merely 
shifting desks in the general office 
open area, Department heads’ ob- 
jections to such rearrangements can 
usually be overcome, when it is 
pointed out that the entire opera- 
tion can be performed over a week- 
end, and that it involves only such 
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minor adjustments as occasional 
electric and_ telephone outlet 
changes. 

The general office area, in this 
case, should be well and uniform- 
ly lighted, acoustically treated, 
equipped with underfloor ducts for 
telephone and electric outlets, and 
mechanically ventilated or air con- 
ditioned. The space should be of a 
shape to permit convenient spac- 
ing of private offices and people in 
the general office handling related 
work, so that the various sections 
of the general office are not too far 
from their respective supervisors. 

This type of department is re- 
ferred to as an operating or pro- 
duction section. It could occupy a 
standard space plan approximately 
60 feet wide, but it is sometimes 


doubled in width, making dimen- 
sions up to 125 to 200 feet. 

5. The Flexible Office Layout. In 
contrast to the compartmented lay- 
out, the flexible office layout retains 
all the advantages of the specially 
planned custom-built office. It has 
the flexibility of removable parti- 
tions, tile floors, underfloor ducts, 
tile ceilings, windows spaced on 
convenient modules (designed in re- 
lation to the building columns, gir- 
ders, and beam spacing), and the 
flexibility of overhead lighting lay- 
outs, grilles for air-conditioning 
supply and return, and standardized 
office equipment. 

When looking over a finished 
office layout, one would hardly real- 
ize that the proper planning of 
office layouts requires coordination 
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of so many different elements. 

The steel columns, framing, 
proper location of doors and win- 
dows, and all the other elements 
necessary for good office layout can 
be part of preplanned standards for 
maximum efficiency, _ flexibility, 
comfort, and economy in the new 
office building. 

6. Template Layout. It is during 
the conferences with department 
heads concerning office layouts that 
the template layout is most helpful. 
The template layout consists of an 
outline plan of the proposed space, 
done on the scale of 4 or 14 inch 
to 1 foot, mounted on a composi- 
tion board to which can be fastened 
miniature reproductions of equip- 
ment and machinery prepared from 
information gained in the original 
survey. 

The template provides a simple, 
speedy method for considering the 
various possibilities of equipment 
arrangement. When the proper lo- 
cation of equipment and machinery 
is decided on, the templates can be 
fastened in place. Various colored 
templates can be used, such as yel- 
low for present equipment, green 
for new equipment, and blue for 
locations provided for future ex- 
pansion. Partitions are indicated by 
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strips of paper cut to scale, bear- 
ing the symbol of the type of par 
tition it represents. The template 
layout has proved to be the best 
method of working out the office 
layout problem for large open 
areas. 


Design of Inter 


Every corporation has a distinct 
personality which is 
through the design and decoration 
of reception rooms, board room, 


expressed 


private offices, and general office 
atmosphere. 

The larger corporation of today 
has grown to governmental and in- 
stitutional proportions, where the 
design and decor is in a more con 
servative and less personalized vein 

When truly functional and psy- 
chological factors prevail in the 
planning and designing of an office 
building and layout, the most pleas 
ing and broadly acceptable effect is 
achieved. 

Reception rooms are sometimes 
decorated with exhibits of company 
products and personalized to the 
extent that a company trade-mark 
or some sculptural symbolism is 
part of the decoration of the room 
(See Exhibit 6.) 


Board rooms, like reception 
rooms, are sometimes decorated 
with related company motifs, such 
as trade-marks or symbols, and 
maps or murals showing geographic 
location of plants or markets. The 
design of furniture and accessories 
is contemporary or traditional, sug- 
gesting the character and person- 
ality of the executives and the busi- 
ness. (See Exhibit 7.) 

Private offices sometimes go to 
extremes expressing an executive's 
personality, although the present 
trend for flexibility in layout limits 
these intimate details to pictures 
and color schemes. (See Exhibit 8.) 

General office atmosphere today 
has seen revolutionary advances, all 
the way from civil service and mil- 
itary simplicity to carpeted offices, 
personalized desks, and plantings. 
The design of the general office is 
entirely an attitude of management. 


Conditioning the Office 
Work 


Space 

Air Conditioning. The most effec- 
tive system today is one where the 
window area of a building is zoned 
separately and handled as a periph- 
eral system to air condition a 15 


In planning conference rooms, 8 people would require a 


space 16 by 12 feet, with 2 feet added for every 2 extra 
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Private offices often go to extremes in expressing personali- 


ties. Executives feel they work better in such surroundings 


to 25-foot depth of window wall 
space, The window area of the office 
is affected by the year-round tem- 
perature changes, and it is here 
that the most effective system must 
be used. The inner areas of the 
office usually have a constant tem- 
perature, and can be equipped with 
the conventional duct supply and 
return-of-air method. 

Lately, for economy, we hear of 
the inner areas of the office being 
supplied with air distributed 
through the plenum chamber of a 
perforated metal pan hung ceiling, 
with finger ducts to properly dis- 
tribute the air throughout this in- 
ner plenum chamber. 

The metal pan acoustical hung 
ceilings are especially designed with 
prongs to hold the acoustical ma- 
terial above the perforations in the 
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metal pan, so that the air can pass 
through the holes. 

Office lighting of a conservative 
nature, which is also tied in with 
the module office space principle, is 
the 2-foot-wide semirecessed con- 
tinuous strip lighting. This is a 
compromise between the conven- 
tional narrow three- and four-tube 
fixture and luminous ceiling. The 
added width gives the low surface 
brightness desired, and the modular 
functional principle of basing fix- 
tures on approximately 10-foot cen- 
ters is followed. Keeping the room 
in scale has the psychological effect 
of adding to the comfort of the 
office worker. 

Sound control, like air condition- 
ing, is “here to stay.” The new 
plenum chamber distribution sys- 
tem for air conditioning, plus the 


2-foot-wide continuous strip light- 
ing coordinated with the metal pan, 
acoustically treated ceilings, make 
for a ceiling system hard to beat. 
These metal pans are removable 
for access to electrical and air-con- 
ditioning ducts and other services. 
They can also be cleaned or re- 
painted. 

Underfloor ducts laid in the con- 
ventional reinforced concrete-slab- 
type floor construction are getting 
more study lately, with special em- 
phasis being placed on the advan- 
tages of control through their use 
in office layout planning. When 
buildings are built around desk pat- 
terns for economy, and space stand- 
ards and traffic aisles and such can 
be controlled by the location of 
underfloor ducts, the advantages of 
this system becomes obvious, aside 
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from the use of ducts for supply- 
ing electric, telephone, and inter- 
office buzzer system outlets. 

Floor coverings offer the greatest 
opportunity for decoration in the 
zeneral office area. Where each floor 
of a building is done in different 
colors, as in the Pentagon, the floor- 
ing assists in the functional use of 
color. 

Rubber tile has been the most 
popular floor covering, except 
where price is a factor. Then as- 
phalt tile comes into play. 

Marbleized tile patterns of not 
too dark colors are the most prac- 
tical from appearance and mainte- 
nance viewpoints. 

Partitions, at present, are going 
through a debatable period. Should 
they be considered an integral part 
of equipment and be as flexible as 
a desk, or should they be considered 
a structural element and be inte- 
grated with the structural and me- 
chanical elements of the building. 

Structural and window modules 
of 8 or 10 feet, as heretofore men- 
tioned, make for a practical dimen- 
sion to coordinate electric lighting, 
air conditioning, and functionally 
a good one-window or two-window 
partitioned private office. Hung 
ceiling breaks help establish par- 
titioned private office depth stand- 
ards and the partitioned corridor 
locations. 

Color, of late, has had great ac- 
ceptance in the office, and we will 
see more cheerful offices, planned 
with colorful equipment, machines, 
and two-tone walls. 

Since offices should be repainted 
every 3 to 5 years, and as the color 
of paint is not a cost factor, it 
would be natural to expect more use 
of color. Wall and ceiling paint 
colors, coordinated with flooring 
and furniture colors, have done 
wonders in improving office atmos- 
phere, helping light reflection, 
stressing points of interest, and 
improving the spirits of the office 
worker. 

I quote from a talk by W. A. 
Fogal, color specialist for the Pitts- 
burgh Plate Glass Company, whose 
firm has done a lot to publicize the 
use of color in the office. “It is a 
scientifically established fact that 
every color in the rainbow has its 
primary association. For every 
color, there is some one thing that 
is most closely associated in the 
subconscious mind. Thus, various 
colors are given definite functions 
to perform in the field of color dy- 
namics. Yellow suggests sunlight 
and warmth. Blue is a cool color, 
calming and spacious in its effect. 
If incorrectly used, however, it can 
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be depressing, so use discretion 

“Red is generally associated with 
danger, fire, excitement. Used with 
discrimination, its effects can be 
energizing. Too great a use of it, 
on the other hand, can cause irri- 
tation. Green has characteristics of 
both its components—blue and yel 
low. Because of its association with 
nature and its eye-resting qualities, 
it has an almost universal appeal 
Violet has the formality and rich- 
ness of both red and blue, from 
which it is derived. It has always 
been associated with royalty and 
luxury. Its practical uses are lim- 
ited. Orange, being made from red 
and yellow, possesses attributes of 
both. It is the brightest and most 
cheerful of all colors. Except for 
tints and shades, it should be used 
sparingly. 

“Color energy is a source of 
power. It can be either a stimulant 
or a depressant. It can help people 
relax, or make them feel cheerful. 
When you select colors which mere- 
ly seem attractive, you may be 
forcing people to work in a room 
that is psychologically unsuited to 
them. Such surroundings may grad- 
ually get on their nerves, may 
affect their work, or cause them 
to go elsewhere.” 


Working Drawings and 


Specifications 


Working drawings outline the lo 


cation and quantity, and specifica 
tions describe the method of install 
ation and the quality of the various 
materials to be used to carry out 
the office layout. 

Working drawings are usually 
prepared to the scale of 14 or \% 
inch to 1 inch, showing location and 
type of partitions, electrical layout 
and control, heating through radi 
ator locations or ducts for the dis 
tribution of tempered air, ventila 
tion and layout 
telephone locations, water coolers, 
wash basins, and other miscellane 


air-conditioning 


ous office equipment 

Specifications in the office layout 
refer to and describe the work out 
lined in the working drawings, and 
describe such trades as floor cover 
ing, moving service, telephone, and 
so forth 

Propet 
specifications make the extent of 
the work known to the 
owner and the contractor. There is 
therefore, fairness in bidding, as 
labor and materials to be used in 
the construction of the building are 
clearly understood 
terials cannot be substituted 


working drawings and 


clearly 
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World's largest office building is the Pentagon, across Poto- 
mac from Washington. There is plenty of parking space 


Contracting and 
Supervision 


Budgets can be prepared from 
layouts or working drawings by 
multiplying the quantities of ma- 
terials needed for the work by the 
known unit price of supplying and 
installing materials and furnishing 
labor. 

Estimates are secured from con- 
tractors, based upon the plans and 
specifications, after decision has 
been made as to what parts of the 
work are to proceed. Usually, three 
contractors are asked to estimate 
the several trades of the plans and 
specifications, if contracts are to 
be awarded to subcontractors; 01 
four or five general contractors are 
asked to estimate the work if it is 
all to be given out as one contract. 

Letting of contracts usually re- 
quires securing of insurance certifi- 
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cates, permits, and municipal ap- 
provals in connection with the 
work so professional council is 
often desirable. 

To carry out the work, constant 
supervision is required to see that 
installations are made on the dates 
specified in the working drawings 
and specifications. The supervisor 
must also approve’ contractors’ 
requisitions as the work progresses, 
and approve substitutions, samples, 
and details of the work until the 
structure is built and the office is 
completely equipped. 


Costs 


Today, an office building for 300 
people or less might $25 a 
square foot, and one for 500 might 
cost $20 a square foot. 

Conditioning the space, decorat- 
ing, equipping, and moving might 


cost 


>. 


add another $5 a square foot. This 
would bring the cost of an office for 
300 people to $30 a square foot. 
Allowing 200 square feet per person 
would bring the total areas up to 
60,000 square feet. 

At $30 a square foot, the total 
cost would be $1,800,000. The gross 
area of a larger office building 
would be calculated at approxi- 
mately 175 square feet per person 


Office Furniture— 
Metal and Wood 


Office furniture, today, made of 
either metal or wood, shows plenty 
of imagination, and one can easily 
find equipment to satisfy contem- 
porary and traditional offices 

Metal office furniture, long a fa- 
vorite in general office areas, has 
been gaining recognition for use in 
executive offices. Streamlined de- 
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signs, employing colorful finishes 
to blend with executive interiors, 
come in complete lines of desks, 
chairs, and accessory equipment. 
On the other hand, wood office 
furniture has progressed from its 
traditional use in executive office 
and conference rooms to the gen- 
eral office area, where its warmth 
is a psychological factor in em- 
ployee relations. There will always 
be occasions when wood or metal 
furniture is a natural choice. 


Tools of the Office Planner 


After the office building or office 
layout planning architect completes 
his assignment, the client's staff 
takes over the space administra- 
tion, or a retainer arrangement is 
consummated for maintenance of 
the office layout plan. 

The tools of the office planner are 
his records and current informa- 
tional data on the organization, pro- 
cedures, and personnel. His records 
are master sets of up-to-date refer- 
ence drawings and office layouts of 
the space he is responsible for: 

1. A blank plan of the premises 
showing fixed elements of the office 
space, with dotted lines to indicate 
the basic circulation plan and bay 
or room numbers, with the area for 
each unit of space. 

2. A department layout, colored 
to show which areas are assigned 
to major departments of the com- 
pany, so that the office planner can 
make ready reference to these areas 
and the total number of square feet 
assigned to each department. This 
is the space control plan. 

3. Equipment layout showing all 


partitions and equipment in detail 
4. Working drawing, architec- 
tural—-showing physical conditions 
of the premises and the types of 
partitions. 
5. Working drawing, mechanical 
showing switch controls, over- 
head lighting, electric and tele- 
phone outlets, plumbing, heating, 
and air-conditioning information 
These drawings should be kept 
up to date at all times, and the 
office planner should keep himself 
currently informed on all factors 
affecting organization, procedures 
and personnel, so that he can an 
ticipate changes, know where space 
will be needed or will become avail- 
able through increases and de- 
creases in personnel. He must keep 
abreast of this information, if effec- 
tive space control is to be exercised 


Summary 


Much more thought is being 
given to the planning and design 
ing of office buildings of today, be 
cause of the advances we have been 
discussing, plus the fact that some 
of the radical advances which were 
hastily incorporated in structures 
only a few years ago are obsolete 
today. 

It is becoming increasingly easy 
to see the direction the many build 
ing trends in this field of archi 
tecture are taking. The outer walls 
will be of lighter stone or metal 
and glass, and the plans will be 
more functional. The outer shapes 
will, in turn, reflect the grouping 
of building masses, resulting in a 
truly American contemporary func 
tional design 
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Written examinations are given to trainees to determine where they need more 
help—not to eliminate candidates. Dropouts actually are almost nonexistent 


How Investment Firm Grooms Men 


Merrill, Lynch, Pierce, 
Fenner & Beane has 
two outstanding 
training programs, 
which admittedly 

are expensive. But they 
are resulting in more 
business and assure 
qualified executives 


for future openings 


For Future Responsibilities 
By Marion L. Briggs 


ERRILL, Lynch, Pierce, Fen- 

ner & Beane, New York City, 
the world’s largest investment 
firm, is conducting two outstand- 
ing training programs, one for ac 
count executives, called A/E’s ot 
sales representatives, and the 
other for junior executives, These 
are paying off in terms of in- 
creased business and higher repu- 
tation for the company. 

For the 8-month sales training 
program, applicants must be men 
or women 27 to 35 years of age. 
They are recruited by Merrill 
Lynch office managers all over the 
United States. 

The firm has 114 branch offices 
throughout the Nation, and young 
people outside New York City gen- 
erally receive their first 13 weeks’ 
training in the company office 
nearest their home. Recruits from 
New York City and its environs 
start their course in a Merrill 
Lynch office in this area. Then, for 
the second part of their training, 
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all groups meet in New York City. 
In the third and last training 
period, they go to their office of 
assignment. 

Most of the men recruits have 
either military or business ex- 
perience, or both. The women are 
very carefully selected with ref- 
erence to their certainty of want- 
ing to enter an investment career. 
To date, the largest percentage of 
women in any one group of 
trainees has been 25 per cent. 

The firm looks at the over-all 
background, experience, person- 
ality, and mental ability of appli- 
cants in relation to each other. 
Selection is also based on a 6-page 
job specification sheet. For every 
class of 35 starting the course 
two or three times a year, more 
than 1,000 usually apply. Men 
need not have a bachelor’s degree, 
but women must. 

The sales training program is 
divided into three phases: The 
initial, or 13-week “preliminary 


phase”; the second, or 3-month 
“formal phase’’; and the third, or 
2-mcnth “transition phase.”’ 

In the preliminary phase, young 
men and women get a firsthand 
understanding of the internal op- 
erations of a_ brokerage office 
They become oriented, learn pro- 
cedures, get acquainted with the 
philosophy of the firm, and obtain 
a knowledge of terminology. They 
observe and do certain tasks 
alongside experienced people. They 
post records, for example, file, 
handle incoming and outgoing re- 
ceipts at the window, work with 
Teletype operators and with order 
and margin clerks, and _ follow 
daily operations from the opening 
to the closing of major markets. 

Care is taken not to have any 
individual remain too long learn- 
ing one job; nor is he assigned 
to a task from which he can learn 
little or nothing. 

Along with their day-to-day ex- 
perience and observation, the 
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trainees are given suggestions in 
a “training kit” for an outside 
study program. This _ includes 
Mimeographed material, pam- 
phlets, and books pertaining to the 
course, 

At the end of the preliminary 
phase, each trainee takes a writ- 
ten examination to show himself 
as well as the firm where he may 
need further help. The examina- 
tion does not function to eliminate 
candidates. Dropouts are practical- 
ly nonexistent, except when a 
member of a class decides becom- 
ing an account executive is not 
what he wants. 

In the second, or formal, phase 
of the program, all trainees attend 
classes in New York City at the 
firm’s main office at 70 Pine 
Street. They spend the time be- 
tween 9:00 a.m, and 5:00 p.m. 
every day, Monday through Fri- 
day, in a fully equipped classroom. 
In a concentrated dose, they ac- 
quire a background in all parts of 
the finance business. 

Instructors come _ both from 
within and without the company, 
teaching subjects related to fields 
in which they themselves have 
specialized, 

For instance, the courses in ac- 
counting and corporation finance 
are given by a well-known CPA 
who has his own firm. The two 
law courses are taught by two ac- 
complished lawyers, and the 
course in security analysis is of- 
fered by Merrill Lynch's own se- 
curities research specialists. 

Experts also instruct in under- 
writing, a major undertaking of 
the firm; in commodities, a grow- 
ing phase of the business; and in 
investment account management, 
sales, taxes, and public speaking. 

More time is spent on security 
analysis—twenty-five 1!14-hour 
sessions—-than on any other sub- 
ject. Trainees work out practical 
problems in evaluating several 
major industries and their respec- 
tive securities. 

Next, comes commodities, with 
24 sessions. The students examine 
the history of commodity markets, 
the operations of various ex- 
changes, the role played by Gov- 
ernment, research in commodities, 
and factors influencing commodity 
prices, Then they prepare a com- 
plete report on some single com- 
modity, consulting with a_ spe- 
cialist and carrying on their own 
research for the material. 

For a working knowledge of the 
New York Stock Exchange, 
trainees go directly to the Ex- 
change, where they listen to lec- 
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tures from a_ specialist. They 
watch the mechanics of handling, 
executing, and confirming orders. 

When they complete the formal 
phase of their training, the stu- 
dents take a final examination on 
nearly all of their courses. On 
their experience at the Stock Ex- 
change, they take an over-all ex- 
amination given by the Exchange. 

For the account executive 
trainee, the third phase of the pro- 
gram—the transition phase—is 
most important. It gives him a 
chance at his office of assignment 
to test in practice the knowledge 
he has acquired. 

After a 2-week refresher course 
spent reviewing office operations, 
he begins work with a senior ac- 
count executive. The trainee, in 
effect, acts as his assistant. “In 
this way,” Glen Givens, training 
supervisor, says, “we lead the 
trainee out gradually into the 
water where he learns how to 
swim, rather than thrust him into 
the water and tell him to swim.” 

At the end of his 2-month tran- 
sition phase, the new account ex- 
ecutive begins to actively solicit 
and service accounts on his own, 
under the supervision, of course, 
of his office manager. 

In New York, the Merrill Lynch 
main office keeps a constant check 
on graduates of its sales training 
program, In this way, it often dis- 
covers means to improve the pro- 
gram. Exclusive of those now in 
training, 575 account executives 
have graduated from the course 
since it was started in 1945. 

It costs Merrill Lynch about 
$5,000 to train each account ex- 
ecutive. The firm pays the trainee 
a regular salary while he is learn- 
ing, dependent upon his qualifica- 
tions. The minimum is $300 a 
month to start, with a 10 per cent 
increase after the trainee com- 
pletes the formal phase of the 
training program. 

When Merrill Lynch discovered, 
after World War II, that few of 
its executives were still young, 
it started a junior executive train- 
ing program in 1949 to attract 
new blood. This program takes 2 
years, and provides a_ thorough 
background in the _ investment 
business. 

Glen Givens calls this program 
“a combined work-and-learn and 
academic program, with emphasis 
on the ‘work and learn.’” The en- 
tire course is given in the Merrill 
Lynch New York City main office. 
Applicants must be young men 20 
to 24 years of age, just out of col- 
lege, or with a limited business ex- 


perience after college. Some will 
have had military experience, and 
all must have a bachelor’s degree. 

The firm selects a group of 
junior executive trainees each 
year, so two classes are running 
concurrently. From the 300 to 500 
applicants, only 15 to 20 are 
chosen, and they are picked by 
Merrill Lynch office managers and 
personnel departments all over the 
United States. 

Out of the 2-year junior execu- 

tive training program, 21 months 
are spent by trainees in on-the- 
job training in all of the different 
departments of Merrill Lynch. The 
remaining 3 months are given to 
straight academic training, pro 
vided some time during the first 
year. 
During the 21 months’ on-the- 
job training, the junior executive 
trainees spend 1 year in the firm's 
securities research department. 
This experience is divided into 
three phases. The first is of a prac- 
tical learning type, handling in- 
vestment inquiries and other cor- 
respondence under the supervision 
of trained research men. The 
second is a learning and working 
experience devoted to portfolio 
analyses, in which the trainees ap- 
praise holdings of individuals from 
the point of view of their invest- 
ment objectives, and also handle 
more complex investment inqui- 
ries. The third is doing actual se- 
curities analysis under the direc- 
tion of a Merrill Lynch industry 
specialist. 

Says Mr. Givens: “The top se- 
curity analyists at Merrill Lynch 
are the industry specialists, and 
they formulate the firm’s opinion 
on securities of different com- 
panies—railroad, steel, public 
utility, automobile, and so forth.” 

Apart from the 12 months in se- 
curities research, junior executive 
trainees spend the rest of their 21 
months as follows: A period of 3 
months in commodities practice, 
learning how to analyze and ap- 
praise developments in commodi- 
ties future markets, and how to 
handle commodities trade and 
speculation accounts; 1 month in 
underwriting, learning investment 
banking functions, as, for ex- 
ample, the company’s part in rais- 
ing new capital for corporations 
and municipalities; 11% months in 
unlisted trading, dealing in securi- 
ties not listed on any national ex- 
change and handled through se- 
curities dealers. 

They also have nearly 6 weeks 
in the firm’s sales office, growing 
familiar with office operations and 
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of account execu- 
tives; about 14 week each in the 
municipal bond and the _ institu- 
tional sales departments; and 
what then remains of the 21 
months is divided into from 2 days 
to 2 weeks in various operational 
departments. 

The 3 months’ academic train- 
ing, which the junior executive 
trainees receive some time during 
the first 12 months of their 2-year 
program, parallels that of the 
second, or formal, phase of the ac- 
count executive trainee program, 
and is so arranged that the two 
groups take it together. 

Like the account executive 
group, the junior executive 
trainees are paid while they are 
learning. Their salaries begin at 
$300 a month for the first year, 
then rise to $350 at the comple- 
tion of the 2-year program, when 
the graduate starts working for 
the firm as a junior executive. 

Says Harold Oliver, personnel 
manager for the firm: “To be ef- 
fective, a training program must 
be a long-term operation, inde- 
pendent of current manpower 
needs.” And Merrill Lynch is 
thinking not in terms of the pres- 
ent only, but of the future. 


the problems 





10-Cent Check 


ot prec all posting right on the 


checks themselves has elimi- 
nated practically all tedious book- 
keeping in the 10-cent check de- 
partment of a Chicago bank. 

The system was put in operation 
by Harry Mueller, vice president of 
the Exchange National Bank of 
Chicago. Mr. Mueller was struck by 
the amount of time required to 
process the checks, compared with 
a similar number of commercial 
account checks. 

Unlike the latter, which usually 
arrived in quantity for each ac- 
count, the TenCenCheks dribbled 
in one at a time. Instead of process- 
ing a large number of checks at one 
sitting, bookkeepers had to give 
each TenCenChek their individual 
attention. 

Mr. Mueller’s decision was to 
eliminate ledger sheets and state- 
ment forms entirely—a radical step 
in the banking business. 

Instead, he confines all posting 
operations to the checks and deposit 
slips. For a permanent record, he 
microfilms the statements sent to 
depositors every 90 days. 
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Why. bea window waiter? 


Ever get caught in the p.m. pile-up 
at the parcel post window in your 
postoffice? Oh broth-err! More 
people, with more packages 
dresses, garlic roots, cheeses, bass 
lures, machine parts, lollipops, for 
Uka, O. and Itching Heel, Mont. 
Every package must be weighed, and 
postage computed at zone rates. Postage 
must be picked out of stamp drawers, 
paid for, licked and stuck on. Special 
handling and insurance cause further 
delay. People fish in their handbags and 
pockets for money, wait for change. 
Every package takes time. In many 
postoffices only five parcels will be ac- 
cepted from one person at one time. 
Why be a window waiter, or let your 


od 


employes be—when a postage 
meter makes parcel post mailing 


\Y so much easier? 
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same meter automatically 
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effort! 

Set by your postoffice 
for as much postage as 
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time, your meter keeps 
postage safe from loss, 
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DM, even the smallest branch office or 
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Punched Tape Helps Control Quality 


(Continued from page 11) 


sample report form. The machine 
automatically types 2 lines of 
heading information at a speed of 
110 words a minute. The operator 
then types a third line manually 
to enter the date, the inspection 
code, how the shipment was re- 
ceived, the packing slip number, 
and quantity received. 

This Flexowriter, of the five- 
channel type, is capable of doing 
an amazing number of things au- 
tomatically. For one thing, it pro- 
duces a punched tape as a by- 


product of an ordinary typing 
operation. This machine is used, 
among other things, for punching 
tapes containing inspection infor- 
mation for new parts. When the 
machine was first installed, a sep- 
arate tape had to be punched for 
each part, and that was a major 
chore. Now when new parts are 
received (parts not previously 
used on L-M cars), the operator 
merely switches on the automatic 
punch on the Flexowriter and 
punches a tape for them at the 
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money with old-fashioned 
hand collating methods.” 
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Thomas Collator today!” 





We're all aware of the time and 
energy consumed by the task of hand- 
gathering sales bulletins, price lists 
and other duplicated papers into sets. 
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same time she types the first in- 
spection report. 

Instead of filing the tapes in a 
cabinet, they are now being filed 
with the schedule cards by insert- 
ing them in a strip of index tab 
holder attached to the margin of 
the VISIrecord card. 

The inspection sample report is 
a work order which authorizes 
each of the groups concerned to 
make the inspections. There are 
several copies of the form, one of 
which is on card stock. If the parts 
are found to be O.K., all copies ex- 
cept the one on card stock are dis- 
carded. If they are not O.K., steps 
are taken to adjust the matter and 
the copies are distributed to the 
departments concerned. A_ record 
of the rejection is entered in red 
on the schedule control card, to- 
gether with a code number. This 
means the next shipment, which 
otherwise would be accepted with- 
out inspection, will be inspected 
for the characteristic found to be 
substandard. 

The inspection sample _ report 
goes to the statistical office, where 
it is key punched with the part 
number and the vendor’s code, 
taken from the copy. The punch- 
ing in the right-hand margin of 
the card indicates the disposition 
of the part, such as: First ship- 
ment of new part, diverted ship- 
ment, 100 per cent inspection, stop 
shipment, accumulated stock, cer- 
tified shipment, precertified ship- 
ment, conditional approval, and 
rejected—not usable. 

After being punched, the inspec- 
tion report cards are needle-sorted 
and various reports, charts, and 
analyses of vendor’s performance 
are prepared from them at regular 
intervals or at other times when 
and if desired. 





They Diversify 


FFICIALS at American Ma- 

chine & Foundry Corporation 
decided on diversification at the end 
of World War I, and it has been 
“all to the good,” according to D. S. 
Meiklejohn at an American Man- 
agement Association meeting re- 
cently. Diversification has increased 
and stabilized earnings and added 
to the firm’s borrowing capacity. 
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Electronic 
Brain 


(Continued from page 12) 


short order that people who have 
learned to make the electronic 
“brains” perform are few and over- 
worked. The chances are they will 
reach the same decision as the man- 
agement of the Rexall Drug Com- 
pany in Los Angeles—that the best 
solution is to spend a little more 
money to hire or train personnel 
especially to make the computer 
tick smoothly. 

Rexall got its computer—a Rem- 
ington Rand UNIVAC Punched- 
Card Electronic Computer—in De- 
cember of 1953. For months before 
its arrival, management had been 
planning big things for this “brain.” 
The people at Rexall should know, 
by now, what they are up to when 
it comes to processing punched 
cards. They have had an installa- 
tion of Remington equipment since 
1921 and knew that they would not 
be dealing with just another piece 
of tabulating equipment. 

Accordingly, they hired a young 
man who had made a specialty of 
computer programing. Roy A. 
Young went to work for Rexall 2 
months before his computer ar- 
rived. By the time it was installed, 
he had been fully grounded on Rex- 
all’s procedures and problems. He 
had been given some specific jobs 
and had gone ahead and wired a 
series of program boards for their 
solution. The Rexall tabulating de- 
partment had even prepared a 
series of test cards with which to 
make the first trial runs on the 
computer. 

Within less than 60 days, Rexall’s 
computer was unquestionably pay- 
ing its own way through time sav- 
ings on standard, repetitive ac- 
counting procedures. Two relatively 
minor cases offer good examples of 
the time saved on regular account- 
ing chores: 

One management report calls for 
a breakdown of sales according to 
percentages of total volume for 
each product and group of prod- 
ucts. Developing this weekly re- 
port used to mean a full day’s work 
for three people working with desk- 
type calculators. Now, with the 
same punched cards being passed 
through the computer, the figures 
are developed in 10 minutes. 

A single payroll operation, which 
used to require 4 hours of running 
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time on standard tabulating equip- 
ment, goes through the computer in 
7 minutes. 

All along the line, within the first 
few months, similar savings were 
applied to the processing of cost- 
of-sales reports, payrolls, general 
ledger figures, and operating state- 
ments for the company-owned Owl 
Rexall stores. After the compute! 
had unquestionably placed itself in 
the black with these operations, 
Rexall’s management felt it was 
in a position to do some experi- 
menting. It was then that they be- 
gan experimenting with analysis of 
marketing operations. 

It should be pointed out that mar- 
keting analysis is not new with 
Rexall since the delivery of the 
computer, On the contrary, the firm 
has been doing an outstanding job 
in this field for some years. The 
computer merely served as a tool 
which enabled it to increase its 
scope far beyond the limits of old 
hand calculating methods. 

The first two research projects 
thrown at the computer were the 
results of age-old questions which 
have never been answered to the 
full satisfaction of the management 
of merchandising organizations. 
Phrased as direct questions, these 
problems would read something like 
this: 

How can we allocate our re- 
sources of salesmen, outlets, and 
advertising more evenly in propor- 
tion to current business opportuni- 
ties? In which areas are we realiz- 
ing this potential? In which ones 
are we above it? Where are we be- 
hind? In the areas in which we fall 
short of our current potential, how 
much of an increase will it take, 
both in percentage and dollar vol- 
ume, to bring us up to par? 

The second puzzle dealt with 
Rexall’s mammoth 1-cent sales. 
These are held twice a year—spring 
and fall—in Rexall’s more than 
11,500 franchised and company- 
owned outlets. In regard to these 
sales, unquestionably front-line 
merchandising events, management 
wanted to know: 

How many and what percentage 
of the items are being sold out dur 
ing the sales, the percentage of 
original inventory sold during the 
sale for each product, comparative 
sales rankings for the products, 
and a half dozen other questions. 

Carrying out of these studies 
called for close teamwork between 
computer specialist Young and 
Frank H. Bergmann, acting director 
of Rexall’s market research depart- 
ment. The company authorized both 
men to take advanced courses in 
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computer application and gave 
them free rein in taking necessary 
research steps. 

In beginning the study of area 
sales potentials, marketing research 
assembled 6 basic pieces of infor- 
mation on each of the more than 
3,000 counties in the United States: 

1. The number of drug stores in 
the county. 

2. The number of Rexall stores 
in the county. 

3. Annual purchases of Rexall 
merchandise by these stores. 

4. Annual retail sales of Rexall 
stores in the county. 

5. Annual retail sales of all drug 
stores in the county. 

6. Annual retail sales by all types 
of stores in the county. 

All six of these figures for each 
county were punched into a sep- 
arate card. As the cards were put 
through the computer, percentages 
were developed from the individual 
county figures and compared to 
similar percentages which were de- 
veloped as national “standards.” 
These “standards”’ were wired into 
the computer as constants, keeping 
them available throughout the run- 
ning for these comparisons. 

In each case, the computer made 
automatic comparisons between the 
situation in the individual county 
and the national Rexall sales goals. 
The comparison was done along 
four main lines: 

1. To see, in each county, how 
much of the goods sold through 
Rexall outlets consists of Rexall 
merchandise. 

2. To see how much of the retail 
business done by all drug stores in 
the county is done by Rexall outlets. 

3. To see how much retail vol- 
ume is done by the average Rexall 
outlet compared to the average non- 
Rexall drug store in that county. 

4. To see how much business is 
done by all drug stores compared 
to sales by all retailers in that 
county. 

As each of the above calculations 
were completed, the computer com- 
pared the results with the desired 
goal. Then, in every case where the 
county was below standard, the 
computer automatically computed 
and punched into the cards how 
much of a sales increase was neces- 
sary to bring consumption of Rexall 
products up to the national goal. 

Tabulated reports from the cards, 
following computer processing, 
played a decisive part in giving 
Rexall management the clearest, 
most detailed, and up-to-date pic- 
ture of Rexall’s current sales op- 
portunities that it has ever had. 

In connection with the analysis 
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of 1-cent sales, use of the compute! 
made it feasible for the company 
to not only analyze the available 
figures in greater detail, but to de 
velop more reliable results and pro- 
duce them in considerably less time. 
All computer work was based on in- 
formation taken from question- 
naires filled out by operators of 
Rexall stores immediately follow- 
ing the sale in spring of 1954. Under 
the supervision of Mr. Bergmann’s 
research staff, scientific, random 
selections of Rexall stores were 
made to govern issuing of the 
questionnaires. 

The questionnaires ran to 13 
pages and included a separate line 
for reporting on every one of the 
375 items included in the sale. Store 
operators were asked to list infor- 
mation in four separate columns. 
The facts requested for each sale 
item were: 

1. The number of units of the 
item on hand before the sale was 
launched. 

2. The number of units received 
during the sale. 

3. The number left after the sale. 

4. The quantity moved during the 
sale. 

For each line on every question 
naire, the tabulating department's 
key-punch section prepared an in- 
dividual punched card. Through its 
punched code, the card identified 
the product and sales figures. Also 
punched into each card were a code 
number for the store and a classifi 
cation of its size according to an 
nual business volume 

For each classification of stores, 
special calculations were made com 
paring the number of stores re 
sponding to questionnaires with the 
number of stores in this group 
throughout the country. A factor 
was developed for extending figures 
from reporting stores to cover all 
Rexall stores in the sarne category 
In this way, figures supplied by a 
representative group of stores were 
used accurately to represent the 
sales pictures of all 11,500 Rexall 
stores. 

Some idea of the scope of Rex 
all’s 1-cent sale analysis can be seen 
in considering that it involved the 
handling of more than _ 100,000 
punched cards. While the card 
punching was going on, Bergmann 
and Young spent better than a week 
conferring on, setting up, and prov 
ing the program boards’ which 
would direct the computer in the 
handling of this job. In answering 
specific questions connected with a 
single merchandising effort, this 
program has probably gone further 
than any other analysis of this type 
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ever undertaken. Some of the spe- 
cific questions put to the computer 
were: 

Average inventory on hand in 
stores, by size classification, at the 
beginning of the sale. 

Average inventory at the close of 
the sale. 

Average sales for each product. 

Average percentage of opening 
inventory sold for each product. 

Dollar value of sales for each 
product. 

Percentage of 
each product. 

Percentage of stores which sold 


stores carrying 


out of each product during sale. 

Percentage of stores reporting no 
sales of each product. 

National ranking in units sold 
for each product. 

National ranking in dollar vol- 
ume for each product. 

The resulting figures gave Rexall 
sales executives a much more effec- 
tive yardstick by which to govern 
future selections of merchandise to 
be featured in the 1-cent sales. 

Significant is the fact that Rexall 
does not consider it has yet hit any 
ultimate in the development of 
management reports with its com- 


puter. As A. B. Sand, assistant con- 
troller of the firm, put it: 

“It should be emphasized that 
this does not represent any ultimate 
in the application of electronics to 
retail sales management. 

“On the contrary, we feel we are 
at the very beginning of realizing 
a broad new horizon. We are anx- 
ious now to reach for the benefits 
which we are sure we can realize 
in applying the same caliber of 
electronic ‘brainwork’ to the sales 
figures for the more than 5,000 
products which make up the Rexall 
manufactured line.” 





Work Simplification Aids Mail-Order Operations 


(Continued from page 19) 


important as a systems means 
every day. It offers economical 
short-run printing with less muss 
and fuss, easier preparation and 
correction, and cleaner copy. 

Combining the two, it is possible 
to list many items rapidly and ac- 
curately as well as produce many 
copies. Because the task is one of 
producing multiple copies of com- 
piled data, this combination offers 
an admirable solution. 

At this point, the most import- 
ant objectives of paperwork sim- 
plification were: 

1. Reduction of copies printed 
and distributed. 

2. Reduction of data on each 
form to the minimum necessary for 
efficient operation. 

3. Design of a format to provide 
legibility, proper allocation of 
space, and the most efficient use 
of the forms. 

This can only be accomplished by 
asking the question “Why?” at each 
turn, by ascertaining the ‘“How’”’ of 
every use, and planning for the 
maximum integration of effort. 
These processes were applied 
against each of the forms involved. 

A form called the ‘Master Line- 
Up” contains complete information 
on all items offered for sale, so this 
form is used as a basis for all other 
forms. Accordingly, data is now 
entered in handwriting on that 
form by the respective merchandise 
departments. These forms then are 
passed along to the other data 
sources, and finally subjected to a 
searching audit against catalog 
copy. 

Upon being audited, the forms 
are sent, on schedule, to a plate- 
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embossing service bureau, A service 
bureau is used because the concen- 
trated volume does not justify the 
purchase of equipment to do the 
job in the office, nor the building up 
of a trained staff for handling it 
in the short period available. 

The address plate is embossed in 
a three-line format, with particular 
sectors of the plate allocated for 
each category of information. The 
plates are divided into two cate- 
gories: Basic and follower. The 
basic plate represents the first 
stockkeeping unit of a catalog num- 
ber and carries all data pertinent 
to the catalog number, as a whole, 
as well as all data relating to the 
particular stockkeeping unit itself, 
such as color, size, and per cent of 
sales to the total for the catalog 
number. 

The follower plate carries the 
inforraation that is pertinent to the 
stockkeeping unit only. It is to be 
pointed out that the ratio of fol- 
lower plates to basic plates is about 
5 to 1. Accordingly, because there 
is little information on these plates, 
their embossing cost is much less. 

The plates are proofed and in- 
serted on frames by the embossing 
service, and they are further 
proofed and tabbed upon their re- 
turn. Tabs are inserted to indicate 
the basic plates and those plates 
that are representative of catalog 
number and color. 

The Master Line-Up form is then 
run on a standard automatic ad- 
dressing machine equipped with a 
three-column listing device. This 
device enables the machine to print 
the first line of the plate on the 
left-hand third of the form, the cen- 


ter line in the center third of the 
form, and the third line at the 
right. Using a grease-type ribbon, 
this addressing is stamped on an 
offset master that is preprinted 
with the Master Line-Up format. 
Thus, multiple copies can be run 
off on a standard, automatic feed 
offset press, equipped with a 
chrome cylinder. Use of a quick- 
change clamp affords rapid master 
changes, enabling the printing of 
35 copies from each of 50 to 65 
masters an hour. 

By tabbing the frames, advan- 
tage is taken of the selecting fea- 
ture of the machine; and on the 
next form that is run, only those 
plates that are necessary to pro- 
vide a complete listing of each cat- 
alog number and color are printed. 
Also, by cutting out spaces on the 
platen corresponding to informa- 
tion that is not required, only the 
necessary information is printed 
for each item to be listed. 

The Advance Tally is prepared 
in three parts with carbon inter- 
spersed. Particular care must be 
exerted in selecting graded carbon 
for this purpose. With proper care, 
however, quality almost equal to 
that of the original can be obtained 
on the second and third sheets. 
There will be a minimum of car- 
bon rub-off when used. 

The third task is the printing of 
each plate on offset masters pre- 
printed with the Tally Sheet Form. 
On this form, each catalog number, 
color, and size must be printed in 
the left-hand column. These serve 
as indices to the spaces in which 
sales are tallied. Only certain data 
is required, so another platen is 
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used for this particular run, cut 
out to eliminate the printing of 
unnecessary information. The offset 
masters are then run to produce 35 
printed copies. 

These processes are repeated for 
each of the remaining forms, dur- 
ing the course of the season, as re- 
quired. The schedule is set up to 
maintain the file in original se- 
quence as long as is possible, only 
re-sorting the plates into a different 
sequence toward the end of the 
cycle for the particular run in 
which a different sequence is used. 
Also, the runs are scheduled so that 
unnecessary plates may be removed 
from the file at a certain point in 
the cycle. In this manner, only a 
minimum number of plates is run 
through the addressing machines 
on certain printings, thereby re- 
ducing printing time. Such removal 
is comparatively easy because the 
frames are tabbed. 

Over 40,000 plates are required 
at the outset of the season’s opera- 
tion, with the quantity increasing 
to about 60,000 during the course 
of the season. No attempt is made 
to reuse any of the plates in subse- 
quent seasons, although the major 
part of the information may be us- 
able, because the cost of segrega- 
tion and alteration would exceed 
the cost of embossing a new plate. 
Frames made available by the re- 
moval of unwanted plates can be 
used to start the next season’s em- 
bossing. The plates are shucked 
from the frames by hand with a 
special tool. 

These techniques have resulted in 
very satisfactory savings over the 
old method. In addition, this system 
has: 

1. Reduced floor space needed for 
operation. 

2. Increased efficiency, by mak- 
ing forms more legible and more 
accurate. 

3. Reduced paper waste, through 
centralized operation, under ade- 
quate supervision. 

Time honored, around-the-table 
collating had been used to gather 
the forms into sets. But since this 
practice was not consistent with the 
streamlined character of the new 
operation, a special collator was de- 
vised, capable of collating a max- 
imum of 36 sets of 200 or less 
pages. A hand-fed device, it is capa- 
ble of collating up to 4,500 pages 
an hour into completed sets. 

No general rules as to method, 
equipment, or facility can be set up 
for applications that may appear 
to be as alike as two peas in a pod 
—one man’s medicine could be an- 
other man’s poison. 
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... for modern living 
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For the office, living room, game 
room or patio there is no gift more 
distinctive or more welcome than a 
luxurious Climax Club Smoker. These 
handsome all-metal chrome-trimmed stands serve 
both as ash receptacles and cocktail tables. 
They won't wobble or tip over. They . 
make perfect gifts for Christmas, 
anniversaries, birthdays or | —_ 
retirement. Write for 
illustrated brochure 12-AB. 


fir 








STANLEY De Luxe $69.50° LOEWY De Luxe......$85.50° 
With Troy... $78.90° With Trey. . ° $94.90° 
Shipping wt. 25 Ibs, Shipping wt. 37 ibs. 


DREYFUSS De Luxe $89.50° os P F 
With Tray... $98.90° - 6. factory 
Shipping wt. 37 Ibs 


ARNOLT CORPORATION oun eka. 





CUT COSTS WITH 


DARTNELL FORMS 


SAVE TIME AND MONEY 


SALESMAN’S APPLICATION BLANK—Used by more than 3,000 
concerns to find weak points in applicants for positions as sales- 
men. A four-page form embodying the best features of many forms, 
814 by 11 inches. 


Other Dartnell forms are: General Application Blanks; Expense 
Account Forms; Automobile Expense Books; Auto Expense Blanks; 
Salesmen’s Reference Forms. 
Write for FREE Samples 
THE DARTNELL CORPORATION 
PUBLISHERS 


4660 Ravenswood Ave., Chicago 40, Illinois 











| don't care how successful a man appears to be—if he has not developed a man under 


him who can do a better job than he can, he is a failure 


.. We must make sure that we 


have depth in management down through the entire organization. Each man in the com- 


pany and particularly in management must be a potential candidate for a bigger job.— 


R. C. Ingersoll, President, Borg-Warner Corp., Southwest Management Conference, Tulsa 





Cutting Personnel Costs 
With Part-Time Help 


According to a Research Release 
prepared by Industrial Psychology, 
Inc., many companies overlook the 
cost-saving factors involved in the use 
of temporary or part-time employees 
It is pointed out that the temporary 
or part-time worker can be the basis 
of a quickly trained and highly effi- 
cient force, providing proper tech- 
niques of selection are used, 

Problems of recruitment, selection, 
and training are among the objections 
to temporary employees. Naturally 
if large amounts of time and person- 
nel go into hiring the 3-day to 2-week 
worker, his value is lost before he 
even begins his assignment. Indus- 
trial Psychology, Inc., points out that 
the supply of temporary and part- 
time workers is adequate and that 
the usual recruitment methods 
newspaper ads, notices to present em- 
ployees, and high-school and college 
placement bureaus—are generally ef- 
fective in attracting applicants. 

Three selection techniques, all 
company-administered, are recom- 
mended: (1) The short application 
blank, requiring not more than 5 
minutes for completion; (2) a short, 
5-minute interview for the purpose 
of reviewing the application-blank in- 
formation and to size up the appli- 
cant generally; and (3) aptitude job 
tests 

Job tests are available, packaged 
for such job titles as junior clerk, 
numbers clerk, office machine oper- 
ator, unskilled worker, semiskilled 
worker, and sales clerk. The tests 
take 15 to 30 minutes to give to one 
or a number of applicants, and can 
be administered and scored by the 
company’s personnel department. 
Cost of the tests averages $1.00 an 
applicant. 

The main advantage of the person- 
nel test is that it measures abilities 
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which are directly related to the job 
assignment, and many of the apti 
tudes tested cannot be spotted in a 
face-to-face interview discussion 
Temporary employees, ,according to 
Industrial Psychology, Inc., should be 
well-, best-, or over-qualified; never 
under- or minimum-qualified. The 
overqualified applicant is often a good 
risk for a temporary job, since he 
learns quickly and the assignment is 
over before he can become bored as 
would be true of an overqualified em- 
ployee on a full-time job 

Further information on_ selection 
of temporary full-time employees may 
be secured from Industrial Psychol 
ogy, Inc tesearch Center, Tucson 6 
Arizona 


Labor Group Recommends 
Employee Investment 


Although the American Federation 
of Labor has taken no position in the 
matter, the Illinois State Federation 
of Labor recently advocated the in- 
vestment of money by workers in the 
companies that employ them. Dele- 
gates (1,800 of them) to the ISFL’s 
seventy-second annual convention 
voted unanimously that such invest- 
ments would strengthen support for 
our free enterprise system; also, that 
it would provide “good employee re- 
lationship through more security for 
our workers.” 


A deck of playing cards wishing him a happy birthday goes to each employee 


of the Etna (Pa.) plant of the National Supply Company's Spang-Chalfant Div 
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Two Alcoa Tube Plant employees read first message on the new plant poster 


board set up to stress better customer relations as the basis for real job security 


Alcoa Uses Poster in Explaining Job Security 


While a lot of talk goes round and 
round about job security, few em- 
ployees understand the meaning of it, 
nor is it easy to explain to them what 
real job security means 

Recently the Tube Plant of Alcoa’s 
Lafayette (Indiana) Works installed 
a poster board to be used just for 
the purpose of getting across to em- 
ployees the facts on job security. This 
board will medium 
through which management will keep 
all employees informed as to the im 
portance of quality and good cus- 
tomer relations as the basis of job 


serve as the 


security 

The board bears the heading Job 
Security, and the first message to 
appear on it is an enlarged photo- 
static copy of a letter addressed to all 
members of the Tube Plart organiza- 
tion by Superintendent W. J. Koop- 
man. The letter explains the purpose 
of the board and then gives the fol- 
lowing message: 

“The only thing that can make our 
jobs secure is a steady flow of orders 
for tubing. A steady flow of orders 
can originate only with customers 
who are satisfied with 

“1. The quality of the tube we 
make. 

“2. The prompt delivery of that 
tube 

“3. The price we have to charge for 
it. 

“Our customers pay for first-class 
tubing. They won't buy scrap! There- 
fore, we must send them first-class 
tube or lose their business. It’s as 
simple as that!” 

Periodically, posters will touch on 
the matter of policy, reminding em- 
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ployees that compar poli lemanad 
the delivery of high quality, that com 
pany policy serves as a signpost point 
ing toward company security, and 
meat Indl 


Any notice 


custome! 


company security 


job security concerning 
changes in requirements 
will be posted as the demand for 
brighter tube with high 

workability continues 


Letters of a complimentary nature 


strong 


and those containing complaints will 


also be posted Thus employees will 
be kept in touch Ww tomer cde 
mands, needs, reactior to stress the 
importance of del ng e best t 


customers 


Marble Game Explains 
Annual Report 


Daystrom, Ince., Elizabeth, N. J 
nakes use of a mythical marble game 
employees how the $63-million 
ing the last fiscal year was 

wages, materials, deprecia 
erest, taxes, dividends, and 

Che report is a tour-page 
olor and includes a letter 
trom’s president, ‘Thomas 
reporting the highest sales 

pany's history, but warn 

t is imperative to lower 
phases of the company's 
itions 

In the 
likens the 100 cents in a typical Day- 
trom income dollar to 100 marbles 


novel presentation Jones 


is Let's see who was ‘shoot- 
for the money and how much 
each won 

Che center pages of the folder show 
caricatures of materials and services, 
employees, wear and tear, interest on 
loans, federal taxes, and shareholders, 
each “knuckling down” and shooting 
their share of the marbles out of the 
ring. At the end, “Mr. Daystrom” 
represented by Daystrom’s red and 
black logotype “D,” holds the one 
marble left for company expansion 
ind growth 

rhe back page is a simplified sum 
mary of the company’s results of 
operations as well as their financial 
tanding 

Daystrom has long been a leader 
in unusual approaches in presenting 
the annual report for employees. In 
previous years, jigsaw puzzles, bever- 
age coasters, and recordings have 
been used to inform the company’s 
1,400 employees of its operations and 
financial standing 

Those interested may secure this 
eal eport by writing the Public 
Relations Director, 


Elizabeth, N. J 


Daystrom, Ine 


Stock Purchase Plan is Sparked by Contest 


In 1949. there were ibout 7.000 
Westinghouse employee stockholders 
In 1950, the number had grown to 
15.000. In 1951 
to more than 22.000 


the total amounted 


,oday 29,000 
employees have become part owners 
of Westinghouss 

Perhaps the reason | this rapid 
‘rrowth of employee stockholders is 
the excellent methods used by man 
to the 


worker and to stimulate his interest 


agement to pre sent the plan 


One phase of the promotion of the 
current plan was an essa contes 
for employee stockholder The twe 
winners of the first prize—one in the 
hourly division yn n the salary 
division—-were given x on the 
west coast to attend ni i meet 
ing of stockhold to the 
round trip by 


and their wv 


$40 a day for expenses on the 5-day 
toul 

Full coverage has been given to the 
lew plan in the employee paper, The 
In a recent issue 
e the names of winners and 


We finghouse News 


8, the plan was explained 

pages (11% by 16 inches) 

gh The Westinghouse News is 
printed on newsprint paper, color was 
ised most effectively to pinpoint facts 
rure of the plan, as well as 
ittention to the winners 

full-page letter from the 
Gwilym A 
which ended with a 


Price, started 
ection 


lestions and answers on the 


e an employee stock pur- 
in the offing, it is sug 
you get a copy of this 


rei ales job! 
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Says Employee Publications Serve Too Many Gods 


In a talk made before the Society 
of Associated Industrial Editors in 
Salt Lake City recently, Jack Staehle, 
director of industrial relations at Al- 
dens, Inc., Chicago, asked the mem- 
bership a few pertinent questions 
Such as, why do industrial editors: 

Build up “exchange lists’? 

Use so many syndicated articles and 
publicity releases? 

Try to copy the format and style 
of national magazines? 

Try to serve so many gods? 

To be a constructive force, he 
pointed out, the editor must be cre- 
ative. His material should be fresh 

not canned—-and he should have a 
definite objective. “That objective 
should be to have the most effective 
medium for giving your employees all 
the information possible about them- 
selves and their company,” stated Mr. 
Staehle 

If this objective is to be reached, 
then the editor is wasting his time 
on exchange lists and canned releases. 
Furthermore, the national magazines 
“are doing an excellent job in their 
field—-but you are not their field. If 
you think that you must copy, why 
not give each employee a subscription 
to one of these national publications, 
and then forget about your own?” 

Some editors try to serve too many 
gods by using regular canned tripe 

The employee publication should 
have “a personality that is different 
from any other paper, to the same 
extent that your company is different 
from other companies. The personal- 
iiy of your paper should reflect the 
principles and policies of your com- 
pany and the attitudes and feelings 
of your employees. It should be tai- 
lored to your cloth.” 

Referring to that controversial sub- 
ject, personals, Jack Staehle said, “It 
is fine to be high and mighty and say 
that we should discuss economics and 
profound thoughts. However, how 
many of you discuss these subjects 
while riding on the bus or eating 
lunch with others? You know that 
most of your conversation is devoted 
to personalities and gossip. Why kid 
yourself into thinking that other peo- 


Suggestions Save Maytag 
$1.2 Million 


Since 1948, employee suggestions 


have saved the Maytag Co., Newton, 
Iowa, washing machine manufacturer, 
more than $1.2 million. 

Aside from the savings in operat- 
ing costs, a suggestion system pro- 
gram has another value, according to 
Fred L. Maytag II, president of the 
company. Because the suggestions for 
improvement originate with the em- 
ployees themselves, he reported, the 
traditional resistance to change is 
overcome 
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ple are going to go out of their way 
to read basic economic truths? 

“We at Aldens recently started re- 
leasing publicity to local newspapers 
on the anniversaries of our employees 
After seeing the reaction of these 
employees, we believe they would 
miss a Third World War heading in 
their attempt to find their names in 
the newspaper. Rumors, gossip, per- 
sonalities, and so forth, are living 
facts and determine future policies 
let’s answer them in our papers.” 


McKesson & Robbins Has 
New Employee Report 


Something different in reports to 
employees is the current McKesson 
& Robbins folder just distributed to 
the company’s 9,000 emptoyees. The 
report actually consists of two book- 
lets stapled to a heavy sheet of yellow 
paper which folds so that the over-all 
size is about 9% inches long by 3% 
inches wide. The colors of the “pack- 
age” are attention-getting orange 
yellow, and black. The folder succeeds 
in presenting the report in a dramatic 
manner, although the preparation of 
the ‘‘package” is simplicity itself. 

One of the two booklets is given 
the title, “For Those Who Like Fig- 
ures,” and it deals with the com- 
pany’s financial operations by means 
of illustrations of actual coins. On 
each page, coins indicate how the in- 
come dollar has been distributed for 
merchandise, payroll and employee 
benefits, and taxes 

We don’t know whether McKesson 
& Robbins has any copies left after 
distribution to employees. Try the 
public relations department of the 
company, 155 East 44th St., New 
York 17, N. Y 


Last punch for Bill Lange, after 61 
years’ service at Aurora Power Tool 


Long-Service Employee 
Holds Thor Record 


Long-service records are no rarity 
at the Thor Power Tool Company 
Aurora, Ill., since more than 50 per 
cent of the company’s employees have 
been with the firm over 25 years 
However, an employee with a 61-year 
record is unusual not only for Thor, 
but for many other companies. 

After 61 years of service, Oldtime: 
Bill Lange—75 years young—took 
with him a Thor service record that 
ranks among the longest of any com- 
pany in the entire country. He was 
the first member of the Thor 50-Year 
Club which, in recent years, has in- 
cluded six additional veterans. Bill 
Lange spent 1 day counting parts 
and 61 years as a Thor machinist and 
tool and die maker 


B. F. Goodrich supervisor, Don Ebner, shows new trainees sign, ‘Sales Mean 
Jobs,'’ emphasizing importance of workers buying and promoting BFG products 
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Tew SYSTEMS ... GUUIP IMENT 








“The completely automatic office, made up of only sexless and shapeless machinery, will 


never come. Even if. large-scale electronic systems become common in offices, there are 


still going to be a lot of people around, and man still will be the master of his machines,” 


said J. Douglas Elliott, Detroit Edison Company, at a recent New York AMA Conference 





Sturdy Box for Storing 
Payroll Records 


RUGGED enough to protect records 
from rough handling or frequent 
transfer, this metal payroll box is 
light in weight. Smooth, rounded cor- 
ners and seams prevent snagging of 
clothing or desk scratches. Available 
in two standard sizes for sheets 9 by 
11 inches and 12 by 12 inches, units 
are finished in gray to harmonize with 
most office interiors. Posting Equip- 
ment Corp., 1026 Niagara St., Buffalo 
13, New York 


Gr 
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Large Seat Makes Posture 


Chair More Comfortable 

< 

IN SPITE of its extra-large size 
foam rubber padding, and sturdy is 
land base, this chair is one of the 
economy models in the new line of 
posture chairs by Royal Metal. The 
comfortable seat is 17 inches wide 
16 inches deep, and the backrest is 
13 by 7% inches. A handwheel be 
neath the seat permits height to be 
altered while the worker sits on the 
chair. The backrest is adjustable four 
ways. Upholstered in Vinyl plastic or 
boucle fabric, chair is available in 
gray, green, and several other shades 
Royal Metal Mfg. Co., 175 N. Mich 


igan LBivd., Chicago 1, Il 
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Hanging File Folders Keep 
Papers Neat 


NO SAGGY file folders to clutter up 
your file drawers, when you use these 
Verti-Swing hanging folders. Made 
from flexible, high-quality stock, with 
rounded steel rods sealed firmly in the 
top edges, the folders slide easily over 
the steel frame. Frames can be ad 
justed for a snug fit in all standard 
file drawers. Celluloid index tabs stay 
at an even level on these folders, and 
can be shifted or changed to form any 
indexing system. The Globe-Wernicke 
Co., Cincinnati 12, Ohio 


A 


Machine Pads Will Not 
Slip Off This Table 


CLIPS, easily and quickly adjustable 
will hold special- or standard-size 
office machine pads from slipping, 
sliding, or creeping. Especially de- 
signed for use with noisy office ma- 
chines which require a pad to help 
leaden the clatter. Maso Steel Prod- 
ucts, 53 W. Jackson Blvd., Chicago 
4, Illinois 


Jogger for 
Collator 


SIMPLE to attach and easy to use 
this Jogger is merely slipped into 
place at the end of any TU model 
Evans Gathering Rack. As sheets are 
gathered into sets from rack, each 
handful of papers is dropped criss- 
cross into Jogger. When operator lifts 
hands away, a finger taps the handle 
jogging sheets together into neat sets 
ready for removal. Evans Specialty 
Co., Inc., 407 N. Munford St., Rich 
mond 20, Virginia 
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Continuous Forms Help Speed 
Tabulating Equipment 


DESIGNED to be used on high-speed 
equipment that requires positive reg 
ister, faster feeding, and accurate 
sheet-length control, Speediflo can be 
used on any high-speed, automatic 
equipment. Made with narrow carbon 
and special interlocking perforations 
which anchor all parts, including car 
bons, in place. This permits running 
forms through equipment at high 
speeds and folding and _ refolding 
forms without disturbing their reg- 
ister. Forms are available in custom 
designed sets for use in all key oper- 
ations. Moore Business Forms, Niag- 
ara Falls, New York 


Good-Looking Folding 
Chairs 


GUARANTEED for many years oi 
service, even when used as perma- 
nent chairs, 100 of these folding 
chairs can be stacked in a space less 
than 6 by 4% feet. The comfortable 
seats are well padded and uphol- 
stered with Boltaflex in a choice of 
decorator colors. Folding mechanism 
is completely concealed, yet adds 
extra strength. Institutional Furni- 
ture Division, Norquist Products, 
Inc., Jamestown, N. Y. 
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Swinging Doors For 
Steel Shelving > 


JUST attach these sturdy doors to 
any Equipto steel shelving and enjoy 
the dust-free storage of regular cab- 
inets. Each door is equipped with a 
built-in lock, and is reinforced to 
prevent warping. Rigid frames pre- 
vent sagging. Available in sizes for 
84-inch-high shelving units, counter 
units, and ledge units. Equipto Divi- 
sion of Aurora Equipment Co., Au- 
rora, Illinois 





Timecard or Small 
Literature Rack 


THIS adaptable rack has many uses 
It will hold 18 job tickets, 36 pieces 
of literature, or 54 timecards, simply 
by inserting divider rods through the 
punched holes. Racks can be mounted 
4, 6, or 8 on a revolving stand, 
to make a single unit with as many 
as 432 pockets, each with individual 
label holders. Lit-Ning Products Co 
Fresno, Calif 








rs 


Make Your Own Graphic 
Charts 


HERE is all the material needed to 
help you make a professional look- 
ing graphic chart that puts life into 
statistics. Picto-Paks are pictographs, 
on sheets of pressure-sensitive paper 
of men, women, coins, stacks of bills 
machinery, and so forth. Simply cut 
them out and assemble your own 
chart. Chart-Pak, Inc., 100 Lincoln 
Ave., Stamford, Conn 


v 


This Whiteprinter Has 


“One Step Feed" 
<« 


SIMPLY feed the original copy and 
sensitized material into the machine, 
and after exposure to light source, 
the print is conveyed into the de- 
veloper and the copy is returned to 
the operator for additional feedings 
This “One Step Feed” speeds produc- 
tion, as does the short distance the 
paper has to travel through the 
printer and developer. Many other 
features make the Pease Challenger 
an unusually efficient machine. C. F 
Pease Co., 3921 N. Rockwell St., Chi- 
cago 18, Illinois. 
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Portable Shredder Takes 
Up Little Space 


CONFIDENTIAL papers and obso- 
lete records are quickly and safely 
destroyed right in the office with the 
new Shredmaster Bantam 10. Just 
plug it in, and it’s ready to give your 
company thorough security from the 
prying eyes of unauthorized persons 
About the size and weight of a busi- 
ness typewriter, the Bantam 10 shreds 
paper quickly and quietly, without 
creating any dust. Shredmaster Corp., 
Div. of Self Winding Clock Co., 110 
Raymond Blvd., Newark 5, N. J 


Processor for Making 
Paper Masters 


THIS versatile processor will make 
up to eight copies of any material 
from one exposure in a few minutes, 
as well as make offset paper masters 
for use in diazo-type machines. The 
original copy can be opaque, translu- 
cent, or two-sided. The XeroX Model 
D processor is one of the units used 
in Xerography, which is a dry, elec- 
trostatic copying process requiring no 
liquid chemicals, film, or sensitized 
materials. The Haloid Co., 2-20 Haloid 
St., Rochester 3, N. Y 


Folding Machine Also 
Opens Letters 


THIS dual-purpose machine makes 
all folds in general office use, and 
adjusts automatically to the strength 
and thickness of paper. Light and 
quiet in operation, it takes only 30 
seconds to switch the machine to its 
letter-opener capacity. The Faltex 
takes varying weights and sizes of 
paper, and can fold more than one 
sheet at a time. Faltex Div., Lans- 
dale Products Corp., Lansdale, Pa. 
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Filing Unit Ils Compact, 
Convenient 


LARGE casters make this SERV-A 
File easy to move about in congested 
areas. Unit consists of a two-drawer 
file and a dropleaf table for use as a 
writing or typewriter desk. Ideal for 
posting or any clerical operation in 
volving the use of files and a writ 
ing area. When not in use, desk or 
typewriter unit may be dropped to 
the sides. Typewriter table is stand- 
ard height for efficient typing. Desk 
drawer is insertable from either side 
Northwest Metal Products Co., 1337 
FE. Mason St., Green Bay, Wis 


Calendar Figures Due Dates 
And Deadlines 


HERE'S help for the man who must 
determine the exact date of “so 
many” days from today. Called the 
“Calendater,” it tells throughout the 
year, day by day, the exact date of in- 
terval days, weeks, and 4-week ac- 
counting periods. Each day has a 
date-finder table on a facing page 
giving future dates for the intervals 
of time most commonly used by busi- 
ness and professional people. Colum- 
bian Art Works, Inc., 2300 W. Cor- 
nell St., Milwaukee 9, Wis > 


Appointment Clock 
Watches Time 


NEED tor your secretary to re 
mind you of those important busi 
ness meetings with this handsome 
desk set. Small buttons, at 15-minute 
intervals on the clock face, “set” the 
clock to produce a quiet buzz at ap 
pointment time. Two Parker 51's 
flank the appointment clock. The 
Parker Pen Co., Janesville, Wis 


1 


Desk Model Adding Machine 
For Fast Figuring 


[rWO registers, capable of perform 
ing two separate operations at the 
same time, are a feature of the Elec- 
trosumma Duplex. One register can 
be totaled or subtotaled, and the re- 
sulting figure transferred to the other 
register, permitting grand totals to 
accumulate. The machine adds, sub- 
tracts with automatic credit balance, 
and semi-automatically multiplies and 
divides. Olivetti Corp. of America 
BO Fifth Ave., New York, N. Y 
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COSTLY RE-DRAFTING OF 
ORGANIZATION CHARTS 


STO 


COFFIELD 
EVERLASTING 


ORGANIZATION {—~ 
CHART 


EASY TO CHANGE 


A typist, a typewriter and typing paper are all you 
need to keep your chart up to date. It's that simple! 
= i 


- a ——— : ~ 


* Sizes to Fit Any Organization Structure 
* Eliminates All Costly Drafting 

* Photographs for Sharp Prints 

* invaluable as a Visual Training Aid 

+ All Parts Are Movable and Re-usable 
* Selves Your Chart Problem Forever 


Write for Free Illustrated Folder 
with Price Schedule No. A-12 


MANAGEMENT CONTROL CHARTS CO. 


1731 NM. WELLS ST. CHICAGO 14, ILL. 








UGH! 


we — BOTTOM | 


‘eine: EM M AT 


FASTEST, 
EASIEST 
FILING 

Ever! 


PEND DAFLEX’ 


HANGING FOLDERS 


Oxford Filing Supply Co. Inc 
& Clinton Road, Garden City N Y 
Please send free Pendaflex catalog t 


| not from the Chamber 








The following literature is of special 
interest to executives active in busi- 
ness management. It is current, and 
requests for this literature received 
date of this 
issue may find supplies of the various 
booklets are completely exhausted. 


Requests for these booklets may be 


several months after 


sent direct to the companies listed. 





MANUAL OF RECORDS MANAGE- 
MENT by Herman Limberg, well- 
known management consultant, con- 
tains factual information on how to 
institute and maintain a program of 
efficient recordkeeping. For a copy of 
the manual, write on a company let- 
terhead to Dolin Metal Products, Inc., 
315 Lexington Ave., Brooklyn 16, 
New York 


7 + * 


SPECIAL DAYS, WEEKS, AND 
MONTHS IN 1955 is intended to help 
businessmen coordinate their adver- 
tising and promotional plans with the 
national, regional, and state observ- 
ances. Promotional material and ad- 
vertising advice are available from 
many sponsors. Additional details on 
each event should be obtained from 
individual sponsors of the event, and 
of Commerce 
Copies are 25 cents each. Domestic 
Distribution Department, Chamber of 
Commerce of the United States 
Washington 6, D. C 


* * * 


DESIGN TODAY IN THE SERVICE 
OF INDUSTRY AND PEOPLE is the 
second of two booklets prepared to 
enlist support for Illinois Tech’s pro- 
gram to increase the facilities and 
broaden the services of its depart- 
ment of architecture and industrial 
design. The booklet was designed by 
Morton Goldsholl, a former student 
at the Institute of Design, who has 
become one of the Nation's best 
known graphic art designers. For a 
copy, write to the Illinois Institute 
of Technology, Public Relations Office, 
35 E. 33rd St., Chicago 16, Tl. 


* * * 


BETTER BANKING IN BOSTON 
is a colorful brochure describing a 
unique combination of closed circuit 
television and mechanized card find- 
ing systems. For a free copy, write 
to Wheeldex & Simpia Products, Inc., 
40 Bank St., White Plains, N. Y. 


* * * 


MANAGING THE FEDERAL DEBT 
is offered as an aid to clearer under- 


standing of the steps to be taken in 
reaching and maintaining high levels 
of productive employment and a 
steadily rising standard of living. It 
deals with such interesting subjects 
as: “The Present Debt and How It 
Got That Way,” “Debt Management 
and Stability,” and “Savings Bonds.” 
Committee for Economic Develop- 
ment, 444 Madison Ave., New York 
aa, mm © 

CATALOG FOR ACCOUNTANTS is 
an illustrated, 32-page catalog of 
general office and stationery supplies 
It also contains much valuable postal 
information. Listed are a variety of 
accounting forms to simplify the ac- 
countant’s work. For a free copy, 
write to Accountants’ Supply House 
305 Canal St., New York 13, N. Y 


* 


THE NERVE CENTER OF CON- 
TROLLED MANUFACTURING IS 
COMMUNICATIONS is an eight- 
color booklet on planned plant com- 
munications systems. Six basic man- 
ufacturing problems are graphically 
illustrated and analyzed. Work in 
process control, reduction of “down 
time,” and accurate transmission of 
information between the office and 
the plant are discussed and a solu- 
tion suggested—-TelAutograph Tele- 
scriber Systems. Copy available from 
TelAutograph Corp., 16 W. 61st St., 
New York 23, N. Y 


* * * 


HOW TO CUSTOMER 
WHERE TO GO... and make him 
like it! This booklet describes the 
Operator 25 (dealer inquiry) service, 
which is a telephone information bu- 
reau of dealers’ names. When an ad- 
vertisement carries the phrase “For 
name and address of your nearest 
dealer, call Western Union and ask 
for Operator 25,” the reader merely 
gives Operator 25 the name of the 
product, and she tells the reader 
where to buy it. For a free copy, 
write to The Western Union Tele- 
graph Co., 60 Hudson St., New York 
13, New York. 


TELL A 


* . aa 


THE OLD FARMER’S ALMANAC 
FOR 1955 is out-again, with its usual 
assortment of homey anecdotes and 
pleasantries, kitchen hints, farmer's 
calendar, as well as an up-to-date 
discussion on the H-bomb and the 
weather. Write to Yankee, Inc., Dub- 
lin, New Hampshire. 


* * * 


HERE’S HOW is the third edition 
of a book containing 1,001 traffic 
safety ideas. Offered as a contribu- 
tion to the cause of highway accident 
prevention, the book is distributed 
free by the National Association of 
Automotive Mutual Insurance Com- 
panies, 20 N. Wacker Drive, Chicago 
6, Illinois. 
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THE CONTRACT TERMINATION 
GUIDE is an analysis of simplified 
procedures for the orderly termina- 
tion and settlement of Government 
contracts. This 60-page booklet is said 
to be the only interpretation of cur- 
rent settlement procedures available 
to manufacturers. Current backlog of 
unsettled claims totals several billion 
dollars, largely as a result of the end 
of the Korean War. Properly used, 
the booklet is expected to result in a 
big saving in time and work for prime 
contractors, subcontractors, and sup- 
pliers. Orders of 1 to 10 copies are 
$1 each, and discounts are given on 
bulk orders. Manufacture Depart- 
ment, Chamber of Commerce of the 
United States, 1615 H St., N. W., 
Washington 6, D. C. 


* * * 


INFORMATION RACKS, a new me- 
dium of employee communication. 
This brochure is the result of studies 
made by hundreds of companies over 
a period of years. It was designed to 
answer any possible questions on the 
subject that any personnel man might 
want answered. This “how-to” report 
should be useful to anyone interested 
in knowing more about the rack idea, 
or in improving the operation of an 
existing rack program. Good Reading 
Rack Service, Inc., 76 Ninth Ave., 
New York 11, N. Y. 


* * 


TRANSTEEL CASES is a 4-page 
folder featuring a new line of heavy- 
duty full steel transfer cases in 2-, 
3-, and 5-drawer units. The folder 
illustrates vertical and _ horizontal 
stacking features, as well as gives 
suggestions for saving floor space. 
Available from General Office Supply 
Co., 367 Washington St., Newark 2, 
New Jersey. 
* 

DISTRIBUTION DATA GUIDE is 
now a monthly publication of the De- 
partment of Commerce. It lists basic 
material available to those engaged 
in distribution. Its purpose is to pro- 
mote a wider knowledge and daily 
use of the flow of marketing in- 
formation and data made available 
from month to month by both Govern- 
ment and private sources. Subscrip- 
tion rates are $2 a year. Write to the 
Superintendent of Documents, VU. S. 
Government Printing Office, Wash- 


ington 25, D. C. 
> > 


INTERESTED IN CITY MANAGER 
GOVERNMENT? Continuing active 
interest in this form of local govern- 
ment has prompted this revised sec- 
ond edition, which has been prepared 
to give everyone interested an oppor- 
tunity to be brought up to date on 
the amended law and the organiza- 
tional structure and operation of city 
manager government in Illinois. LIili- 
nois State Chamber of Commerce, 20 
N. Wacker Drive, Chicago 6, Il. 
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“Right Handy” 


@ @ @is what they’re saying 


about the Rack that Puts 
Wasted Wall Space to 
Worke @ @ 





® Take papers off your crowded desk 
and put them in this ingenious Wall 
Rack—-within easy reach of all. Use 
in any office to hold books or papers 
frequently referred to. Identification 
labels can be put on bows. Invaluable 
in Mailing Room for assembling In 
coming, Outgoing or Inter-Office mail 
Also ideal as display for merchandise 


or advertising literature 


All aluminum, Evans WALL RACK fas 
tens securely to an otherwise unused 
wall. Light weight, yet durable, holds 
over 40 Ibs. Comes complete with 
double hanging frame and drive nails 


6-Section size $11.00 
12-Section size 18.50 








WALL-RACK 


® Made by Makers of the Famous Evans GATHERING RACKS 


See Your Dealer or Write: Evans Specialty Co., Inc, 405 N. Munford St, Richmond 20, Va. 





Now Is the Time to— 


Step Out and Selt/ 


Into this 80-page booklet, Bill Holler 
has packed a lifetime of sales ex 
perience. Here is the “know-how and 
“sales savvy” that led this former sales 
manager of Genera! Motors’ Chevrolet 
Division to prominence as one of 
America’s foremost sales personalities 
Small in size but big 

booklet will provide er 

practical guidar 

leadershir 

Send 50 cents NOW direct to the pub 
lisher for your copy of “Step Out and 


Sell!" 


THE DARTNELL CORPORATION 





By William E. Holler 


4660 RAVENSWOOD AVE 
CHICAGO 40, ILL 











SCHEDULE YOUR 


APPOINTMENTS 
The easy, orderly way 


Get a Handy 


1955 Month-0-Rama 
A Whole Month’s Day-to-Day 
Schedule at a Glimpse 


You'll marvel the way this appoiatment 
systematizer keeps your echedule running 
smoothly. Dates, dinners, plans, invita 
tions, meetings, ete., fit into an orderly 
pattern, without confliet,. The MONTH-O 
RAMA keeps a whole month's day-to-day 
errangements in front of you. Gives you 
the perspective panorama you need to 
plan your time wisely 

Each page ie 118%, blocked off by 
days, and the entire systematizer is neatly 
bound with «piral wire for permanence 
Handy to keep at desk, phone or in brief 
case-—for business, for the home, for 
travel. A weleome gift or premiam. Sat 
isfaction guaranteed. Send only 81 for 
1955 edition. Quantity prices on request 


ARMOR-FLEX CO. 


6969 Amberst, Dept. A, St. Lowis 5, Mo 











CONCERNED WITH IMPROVING 
RECORDS RETENTION SYSTEMS? 
FREE MANUAL 


MANUAL This factual "HOW 

of | TO", written by Dr. 

RECORDS Herman Limberg, the 

| MANAGEMENT” eminent records man- 

| fy eemaw vmecee agement consultant 

. will prove an invalu 

j able help in instituting 

mmneins wenmnvens i) and maintaining a 

a yet marr y program of scientific 
record keeping 


And for REALLY EFFICIENT, 


ECONOMICAL STORAGE 
DOLIN “400” 


SERIES 


65 

STANDARD 

SIZES OF | 

STORAGE FILES 
ace-saving semi-active files gliding 
od ball-bearing rollers. Rugged steel! 

construction with duel-vision label holders. 


Sound systems require the safety of DOLIN 
"400°" Series 


Clip This Ad to Your Letterhead or Write Dept. E 


DOLIN METAL PRODUCTS, Inc. 


315 Lexington Ave., B'kiyn 16, N. Y. 





Please Mention 
“American 
Business” 


When Writing to 
Advertisers 








Is Your Sales Cost 
Too High? 


If so, Mr 
vestigate our new 
INCENTIVE idea . . based upon 
TRAVEL VACATION AWARDS... 


Sales Manager, why not in 
exclusive SALES 


1400 Travel Combinations used suc- 
cessfully by some of the world's leading 
firma 
PAYS FOR ITSELF 
OUT OF INCREASED SALES 
Write for new folder for Sales 
Managers on “PLANNING | 
THE SALES CONTEST" 
gives complete details of how 
easily and profitably this plan 
works. 


International Sales Incentives, Inc. 
1654 Hanna Building, Dept. AB 


TOwer 1.0398 ~ Cleveland 15, Ohio 
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MONTGOMERY'S FEDERAL 
TAXES. By partners of Lybrand, 
Ross Bros. & Montgomery. This is the 
thirty-fifth edition of a volume which 
first appeared in 1917. “It interprets 
the 1954 Revenue Code and is a ready 
reference when there is any doubt 
about the best way of doing busi- 
ness as far as the Federal Tax angle 
is concerned 

This book is divided into 21 parts 
with the numbering of pages start- 
ing anew with each new part. Each 
of the 21 parts has its own table of 
contents, so that the reader can turn 
immediately to the information he 
wants 

The editors are Philip Bardes 
James J. Mahon, Jr., John McCul- 
lough, and Mark E. Richardson, all 
partners of Lybrand, Ross Bros. & 
Montgomery. There are 19 contrib- 
utors to the book, and they are all 
members of the same firm. Published 
by The Ronald Press Company, 15 
East 26th St., New York 10, N. Y 
$15.00 


YANKEE GENIUS. A biography of 
Roger W. Babson by Earl L. Smith 
The author has been closely associat 
ed with Roger Babson in business 
and educational enterprises and draws 
much from his own experiences. He 
also draws some material from Mr 
Babson’'s autobiography 

The book goes into great detail 
about Mr. Babson’s life and experi- 
ences, but it does not stop there. It 
offers much advice, with one chapter 
entitled “Beware of Booms.” This 
chapter tells the complete story of 
Florida's boom and bust, and there is 
advice for Northerners planning to 
leave home for a warmer climate 
Another chapter is entitled, ‘““How to 
Make a Fortune,” and reads a little 
like a commercial for the Babson 
Reports 

Author Smith is vice president of 
Babson’s Reports, Inc., and is former 
president of Webber College, a wom- 
ar's college started in Florida by 
the Babsons. Harper & Brothers, 49 
East 33rd St., New York 16, N. Y 
298 pages. $5.00. 


RESEARCH ON LABOR MOBIL- 
ITY: An Appraisal of Research Find- 
ings in the United States. By Herbert 
S. Parnes 

If you are one of the many execu- 
tives in industries which have been 
directly affected by the unprece- 
dented problems created by new labor 
situations, this is one report which 
will be of more than casual signifi- 
cance to you. It is sound, basic re- 
search and evaluation, at times pe- 


dantic and somewhat dull, but replete 
with information which may help you 
in the consideration of your present 
and future labor situation. The aca- 
demic approach should not be allowed 
to frighten off the reader who must 
meet the shifting problems of labor 

While being basically an evalua- 
tion of research already completed 
the findings are certainly timely and 
in probably a great many instances 
have strong future implications. The 
last chapter on “Suggestions for Fur- 
ther Research” will not only bring a 
chorus of “amens,” but undoubtedly 
a number of ideas for broadening both 
the approach and the utility of the 
appraisal. Social Science 
Council, 230 Park Ave., New 
17, N. Y. 205 pages. $1.75 


Research 


York 


RETENTION AND PROTECTION 
OF CORPORATE RECORDS. By 
Theodore L. Turney. Records “tools’”’ 
are all too few, especially where the 
matter of policy determination is 
concerned. Author Turney has done 
an important job in collating the 
retention and protection schedules of 
some 67 principal types of records in 
70 leading corporations, segregated by 
industries on a nationwide basis 
The importance of this report and 
its usability—as well as the almost 
complete lack of such information in 
simple and easily handled form—may 
be judged from the price of this small 
paperbound book, $100 a copy. For 
the corporate officer charged with 
legal responsibility for his company’s 
vital records, this will seem like a 
small sum for the value received 
Theodore L. Turney, Corporate Rela- 
tions Consultant, 141 Broadway, New 
York 6, N. Y. 92 pages. $100.00 


HUGH ROY CULLEN: A STORY 
OF AMERICAN OPPORTUNITY. By 
Ed Kilman and Theon Wright. This 
rags-to-riches book reads more like 
fiction than the real thing, but Roy 
Cullen has done some amazing things 
He quit school at the age of 12 and 
took a job at $3.00 a week. This 
former smalltown boy has been called 
the “King of the Texas Wildcatters,” 
and he set up the Cullen Foundation 
and turned over to it oil properties 
worth $160,000,000 

toy Cullen, still an active business- 
man at 73, apparently puts as much 
effort now into spending his money as 
he once did into earning it 

The volume adds evidence to the 
fact that there is still room at the top 
for anybody who wants to work hard 
enough to get there. Prentice-Hall 
Inc., 70 Fifth Avenue, New York 11 
N. Y. 376 pages. $4.00 
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This Month’s Contributors SERVICES and SUPPLIES 





DWIGHT G. BAIRD visits Lincoln-Mer- geles, he came upon the stor 
cury this month to tell of a unique Rexall’s use of the electroni 
system for quality control in use for marketing analysis 
there. Standardization is naturally of SALARIED POSITIONS 
prime importance to the automobile : $5,000 to $35,000 
industry—the cradle of mass produc- ve offer tix ginal personal employment 
a pte ANOTHER WORD about “Han ervice (established 44 years). Procedure 
tion. How this is achieved at a min- ig f vest ethical standards is individu 
in Meetings This article was taken 
imum cost makes interesting reading A 
from the _ booklet “Meetings Are Identit overed; present position 4 
. , , , tex articulars, R. W. BIXBY 
* * What You Make Them!" published ode gg N.Y 
’ : by Henry Straus and Co., Inc., New 
MARION L. BRIGGS, our New York cor- York, which was designed to be used 
respondent, goes behind the scenes in conjunction with the film, “All I Sales Representative 
at Merrill, Lynch, Pierce, Fenner & Need Is a Conference Originally 
Beane to get the facts on two train- 


made for General Electric, the film 
ing programs designed to develop SALES REPRESENTATIVE — Canada 


has been made available for general 
executives. A former lecturer at Co- distribution ee ar Stes ee Ce ee 
lumbia University, Miss Briggs is cur- for your products throughout Canada? Am 
rently teaching business education in 
the adult education division of the 


Executives Wanted 





personal requirements 











well acquainted over period of years. Ap 
preciate your full proposal 


“ a : C. FERGUSON 
New York City schools Photo Credits > Obes 172 a 


Page } Jolivette Studio 
BENEDICT KRUSE, editorial director of Jean Raeburn, N. Y Foreign Factory Representative 
Frank Associates, Chicago, took over Page 9 H. DuBois Available 
his present position at the beginning Pages 18 ar & Associates 
of 1950, following 8 years as a news- Ine 
paperman, Army war correspondent, ” ‘i " , eee ‘ il contacts with all important 
and editor of a weekly newspaper. He Page 21 Artwork by Ernie King 
now travels from coast to coast, Page 36 Ted Burrows e ye x pre ce in office equipment 
covering business stories. In Los An- Page 47 Aluminum Co. of America , | at n United States and 

















achine deale went 


et German, fluent Ital 
Available immediately 
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Inventions for Sale 





This Month’s Advertisers 


PLOIT NEW INVENTIONS and 

me W te fe our free classification ! 
entions fo ale ADAM FISHER CO 
Idah« t Louis, Mo 

Addressograph-Multigraph Corporation 3 Haloid Co The 





igency The Griswold-Eshleman Co Agency —Hutchir Adve Business Booklets 





American Lithofold Corporation 4 Hammermili Paper Company 





Agency —Burlingame-Grossman Advertising Agency Batten, B nn. Dursting 
Osborn, In 


American Tel. & Tel. Co 2nd Cover a Dartnell Short Course 


Agency -N. W. Ayer & Son, Ine Heinn Company, The 


— en ee STRATEGY IN SELLING 


Agency John Shrager, In« International Sales Incentives, Ine 

. igency Bake und Bake & Associa ’ 

Arnolt Corporation $ ‘ By 7, G Aspley 
Agency—Scantlin & Co., Advertising Jam Handy Organization, The 
Agency Campbell-Ewald Cor . Today's tight market conditions de- 

Art Metal Construction Company : mand extra effort and sales skill. Here 
Agency Comstock & Compan Management Control Charts Company 5 is an effective streamlined course in 
Agency Scantlin & Compar practical selling. Not just theory but 

Bixby, R. W., Ine successful sales techniques, tried and 
National Cash Register Co The 


. ester v t 
Burroughs Corporation Agency —McCann-} —_ tested by others, covering the seven 


. fun 1 o 
Agency—-Campbell-Ewald Compan ndamentals of selling 


Oxford Filing Supply Co 
Chart-Pak, Ine 3: igency Joseph Re ate © Planning the Sale 
\ 0. 8S. Tys and (« « 
Agency S. Tyson and he Oe ee ey 
Ozalid, Div. General Aniline & Film Corp 

Dartnell Corporation, The 35, 45 igency I I MeGiver & Ir ® Making the Presentation 
Dolin Metal Products, Inc : ee © Disposing of Objections 


Evans Specialty Co., Ine igencyL. E. MeGivena & Ce ® Closing the Sale 


Agency —Virginia 8S. Morton Advertising Maserdinn @ Sratietens Corperetion © Managing Your Time 


igency lacksor ny ® The Way to Leadership 


C. Ferguson 


Fisher, Adam, Co Remington Rand Ine 


ency eeford A ‘ v . 
Agency —Shaffer-Brennan-Margul ig I Seven manuals xs .0O 
Advertising Co in handy box 


Sten-C-Labl, Ine 


eee Thomas Collators, Inc THE DARTNELL CORPORATION 


igency—Jack Knabb Advertising Co 
Agency Wehne 


Plus postage 


1660 Ravenswood Ave., Chicage 0, Il 
Graphic Systems 








Agency —Diener & Dorskind, Incorporate Universal Shredder Company 
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Business on tHe marce 


¢ the year ahead, American business must 
face up to some important decisions. Rising 
costs are posing a difficult pricing problem. It 
is becoming increasingly hard to pass along 
all these cost increases to customers. In the 
final analysis, it is they who set the price of 
what we sell. If they think the price is too high, 
they sit on their hands. But even more dis- 
turbing is the possibility—-we do not say proba- 
bility--of the present armed peace exploding 
into a shooting war. There is reason to believe 
that the Communist timetable for using armed 
force to smash capitalistic opposition will reach 
its zero hour in 1955. Were that to happen, 
businessmen expect overnight imposition of 
Iederal controls. We all hope and pray this 
will not happen. But we cannot allow ourselves 
to be caught unprepared. The mere closeness 
of war means that decisions of far-reaching im- 
portance should be made. Any other course 
could be suicidal. 


Competition is going to be tougher in 1955 
for most of us. Willard Storage Battery Com- 
pany believes the answer lies in training sales- 
men in creative selling. Instead of concentrat- 
ing sales effort on taking business away from 
competitors, this astute manufacturer has set 
up the Willard Institute of Selling in Cleve- 
land. Salesmen and distributors will be given a 
2-year course in selling creatively. Manage- 
ment hopes that after taking the course, Wil- 
lard salesmen will have a better understanding 
of how to make two sales grow where only one 
grew before. Creativity is one of the biggest 
ideas that has hit selling in many moons. Put 
it to work. 


Indications are that budgets for advertising 
and sales promotions will hit an all-time high 
in 1955. The carpet industry, to cite just one 
case, will pool its advertising appropriations 
and spend “well over a million dollars” to pub- 
licize the idea that “home means more with 
carpet on the floor.” National advertising for 
individual manufacturers will be suspended. 
This is another example of creative selling as 
opposed to competitive selling. If we are going 
to expand our markets in order to absorb the 
increased productive capacity of our plants, 


56 


just have to find a way to create new busi- 
ness. There is no other way. 


At Continental Can Company, all expendi- 
tures in excess of $500 are now being formal- 
ized. Decentralization, according to Lawrence 
Wilkinson, vice president of finance, has cre- 
ated an almost unprecedented demand for new 
funds. “We endeavor to avoid unpleasant 
shocks by requiring that expenditures be care- 
fully programed and carried out on an accu- 
rate time schedule. While in general we en- 
courage initiative and aggressiveness on the 
part of divisional executives, the brave fellow 
who runs over his capital allocation is not a 
hero, no matter how praiseworthy his objec- 
tives.” Close control of profits, through better 
budgeting, seems to be the vogue for 1955. It is 
about time. 

* 


According to Washington “insiders,” no im- 
portant changes in Taft-Hartley are likely 
until after the 1956 elections. Actually, few 
changes are necessary, since the National 
Labor Relations Board is in a position to cor- 
rect inequalities by a fair administration of the 
present law. However, since the Taft-Hartley 
Act is so odious to union leaders, it would 
effect better labor-management relations if a 
similar law, with nonpartisan sponsorship, 
were enacted by the incoming Congress. 


* 7 


Discount houses, according to a U. S. Cham- 
her of Commerce survey, now account for 
about $25 billion of sales annually, or approx- 
imately 18 per cent of the total retail merchan- 
dise trade. It is estimated that 85 per cent of 
sales of all major appliances in New York City 
are made by discounters. Here is another head- 
ache that may reach the crisis stage in 1955. 
The obvious way to stop a price cutter is to 
stop selling to him. But most suppliers need 
this volume, and so they talk tough but do little 
else. It reminds us of the letter used by an 
insecticide manufacturer which began: “Every 
cockroach on your premises is there with your 
permission.” Our guess is that the discount 
house is here to stay.—J.C. A. 
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NOW! 


Every key 
is its own 
motor bar! 


> 


Saves up to 50% hand motion! 


Now you can list and add without touch- they have accomplished more with less you can forget the motor bar! 


NOW 


ing a motor har! 50 less hand travel effort 
—a great savine of effort tor operators. Ihe Nation 4 } T ives Dor " _ nen hine until 
No wonder they like it! you “Live” Ke m e 1 “oe heletitadl ecumeile 

Amounts are added and printed the saving feature 
instant they are set on the keyboard— tional; Autom 
because every key is electrified! No more tractions in red 
“back and forth” motion from keyboard Balance in red 
to motor bar—because every key is also of tape to tear-of whi d ’ 
a motor bar. The only completely elec- :, “ i  < ae 
trificd Adding Machine! *y actor rd 

National's feather-touch” action ; u ] it t n se Se aa e 

*TRACE MARK REG. U 6 PAT OFF 

makes it easier than ever to press com- f h 
binations of kevs at one time—more ne hour | th t i 
time-and-effort-saving! 

All cipher int automatically—still 
more effort and time saved! At the end 


of the day oF itors feel fresher and 
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